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Now-Proved by New Depth Study 


KRNT RADIC 


Is-far and away-THE MOST 


BELIEVABLE 


STATION IN 


DES MOINES, IOWA 


MORE LISTENERS, TOO! 


This Central Surveys study reveals FACTS-FINDING EXAMPLES 

many interesting facts that show “If you heard conflicting accounts of the same 

without question KRNT is the sta incident on different radio stations, which 
I = 


tion to use to get the kind of results 














station would you believe?” 


MRT ....... 52% 
an advertiser must get these days. No. 2 STA. ....18% 
No. 3 STA. ....17% 





Personalities Preference 


Central Surveys has been engaged in 


nation-wide market research and public @ 23 name KRNT personalities. 
opinion surveys for over 20 years. _ 
Among the more than 200 clients are © 40°% name KRNT personalities 
many PUBLIC UTILITY companies. List EXCLUSIVELY. 


shown on request. 








@ Re: Sta. 2 & 3. NO personalities named 
by 72% and 90%, respectively. 


KATZ has the NEW - the TRUE - facts on Des Moines Radio Listening! 
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WILLIAM BISHOP, 
JIMMY DUNN AND 
MICHAEL O'SHEA, 





From a programming point of view, comedy is nothing to laugh at. It’s a 


funny business that has to be taken seriously. Mainly because there are 


teeth in the old saw, “Laugh and the world laughs with you!” 


Which is why it’s such a good idea always to have a hearty laugh or two 
up your transmitter. Which, in turn, is why VICTORY PROGRAM SALES 
takes such pure and unadulterated delight in offering you its newest first- 
run-off-the-network acquisition, IT’S A GREAT LIFE. 


Lest you get the impression that the VPS product roster is longer on quality 
than on variety, let’s check it against your programming needs. Westerns? 
HOPALONG CASSIDY, STEVE DONOVAN, FRONTIER. Mysteries? THE 
ADVENTURES OF THE FALCON, INNER SANCTUM. Documentary? 
VICTORY AT SEA. Drama? MEDIC. Adventure? Intrigue? You’ll find them 


all in goodly number among the properties listed below. 


Ready to help you make the most of this wide-ranging repertoire is the 
man from VPS, a specialist in Station Program Sales and Planning who, 


like our product roster, is good for much more than a laugh! 


VICTORY PROGRAM SALES 


A DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC. 


IT’S A GREAT LIFE * MEDIC *« ADVENTURES OF THE FALCON + CAPTURED « CRUNCH AND DES 
* DANGEROUS ASSIGNMENT ¢ FRONTIER « HIS HONOR HOMER BELL « HOPALONG CASSIDY + INNER 
SANCTUM * PARAGON PLAYHOUSE +« STEVE DONOVAN, WESTERN MARSHAL « THE GREAT GILDER- 
SLEEVE « THE LILLI PALMER SHOW «+ THE VISITOR * VICTORY AT SEA * WATCH THE WORLD 

















DuPont Citation to CLIFTON UTLEY of WMAQ and WNBQ, Chicago: 
“Cited for his authoritative, intelligent, responsible and literate reporting and 
analysis of public affairs in both radio and television. Insistent always on dis- 
tinguishing between fact and inference, he couples fluent delivery with minute 
detail and orderly sequence, and the result is an analysis of current affairs that 
flows in logical order from primary thesis to conclusion. Refusing to over- 
simplify the complex, or to over-inflate the trivial and ephemeral, he epito- 


mizes the best in American news broadcasting and telecasting.”’ 








WMAQ and WNBQ salute Clifton Utley on this memorable achievement in the field of broadcasting journalism. It is 
added to the long list of awards, longer than that of any other Chicago station, presented to WMAQ and WNBQ in 
recognition of their regular offerings—which have set the standard for entertainment and service in the Midwest. 


W MAQ-WN BQ seoreseurco ov noc sror snes 


THE LEADERSHIP STATIONS IN CHICAGO RADIO AND TELEVISION 
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Television Age 


33 PUBLIC-SERVICE PEAK _ BRAND-NEW! 
Tv stations reach a new high of $247 million | FIRST-RUN! 


in time and talent donated in °57 


36 
> VO SERVE A MATION... Saturday Evening Post 


Programming in the public interest takes many Over 650,000,000 readers of 
and varied shapes and patterns Norman Reilly Raine’s 65 Tug- 


boat Annie stories! 27-year run 
continues by popular demand. 
42 PRACTICAL IDEALISM 


Westinghouse Baltimore Conference discusses | SUCCESS! | 


salesmanship in public service Metro-Goldwyn-Mayer 
Tugboat Annie motion picture 
44 1958 KEYNOTER feature a box-office record- 


breaker in the top motion 
picture theatres. N. Y. Times 
—‘‘story superior’’—‘‘a box- 
office natural.” 


46 1S THE NAB CONVENTION WORTHWHILE? | | SUCCESS! | 


Associate members who may be barred hold a Chicago Audience Test 
variety of views on its value 92% of Lake Theatre audience 
rated ““Tugboat Annie” a TV 
favorite—certified by Haskins 
48 PROMOTION WINNERS & Sells, C. P. A. 


Twentieth annual competition among stations | SUCCESS! | 
is now co-sponsored by TV AGE 
CBC TV Network 


R. B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience” — 
“general public, through mail 


NAB award winner Stanton has an outstanding 
record of tv-radio achievement 


- 





DEPARTMENTS and telephone calls, indicates 
strong appeal for every mem- 
15 Publisher’s Letter 60 Audience Charts ber of the family.” Tugboat 
Annie outrates such shows as 
Report to the readers Pulse—60; ARB—64 Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
18 Letters to the Editor 63 Spot Report Disneyland and many, many 
, : : he others in Canada network 
The customers always write Digest of national activity kets. 
25 Tele-scope 77 Washington Memo 
What's ahead behind the scenes Tv and Capitol Hill 
27 Business Barometer “~~ ~ 83 Wall Street Report 
Measuring the trends The financial picture 
29 Newsfront 113 In the Picture 
The way it happened Portraits of people in the news TELEVISION PROGRAMS OF AMERICA, INC. 
488 MADISON « N.Y. 22 « PLaza 5-2100 
50 Film Report 114 In Camera 
Roundup of news The lighter side 
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Don Butler 
WGBS- Radio 
Miami 





Dick Reeves 
WWVA- Radio 
Wheeling 

















Pearcy Hearle 
WAGA- TV- Radio 
Atlanta 





Liz Wagner 
WSPD -TV- Radio 
Toledo 





Bruce MacDonald 
WJIW- TV- Radio 
Cleveland 

















Bob White 
WJBK- TV- Radio 
Detroit 
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“* . . if we just had someone to do it...” 


How often this is heard when a vital human 
need arises. In those communities served by 
Storer there is “‘someone to do it,” both on the 
air and in the field. Service in the public interest 
is one of the most active parts of Storer policy. 


The individual Storer Stations’ Community 





Projects Directors and their staffs coordinate 
their activities with the religious, educational, 


business and civic leaders of the community. 


...a vital duty 


Cooperation and the genuine desire of these 





directors have accomplished outstanding 
results for the benefit of their communities . . . 
Storer Stations are local stations and believe 
that with the privilege of broadcasting 


comes the duty of service. 





oS 

eis Broad: Co 

s © sStorer Broadcasting Company 

a WY 

Ompn® WSPD-TV WJW-TV WJBK-TV WAGA-TV WVUE-TV 

Toledo Cleveland Detroit Atlanta Wilmington - Philadelphia 

WSPD wJIw WJBK WIBG WWVA WAGA WwWGBS 
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami 


National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 © 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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Ce re , 
utTSOKT! OCH SET visas pa komo-tv""" 


This is quite a compliment — translated from the Swedish. KOMO-TV’s 
exclusive Christmas Eve film telecast of Stockholm’s colorful Lucia Festival 
scored a rousing hit with Seattle’s large Scandinavian community. 





Such an event is typical of KOMO-TV’s coverage of human-interest events 
that capture viewers in Seattle and western Washington. A measure of this 
faith is the fact that the Swedish community chose Katherine Wise- 
KOMO-TYV’s well-known home economist —to accompany Seattle’s Lucia 
Queen, Sally Lou Wilson, to Sweden. Cameraman Ed Sierer went along to | 
film highlights of the trip. 


“Talking the language” of our viewers—and accenting their interests—has 
won a loyal audience that shares its trust and enthusiasm with KOMO-TV 
advertisers. Upon this solid foundation of service KOMO-TV’s role in a 
growing and prosperous area has been firmly established. 


*“Wronderful, and it’s on KOMO-TYV" 


REPRESENTED BY NBC SPOT SALES 
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( Advertisement) 


HARD SELL 


or 
“Look Mac -- a Commercial”’ 


For the first time in the five and a half year history of television in the South 
Bend-Elkhart market, eighty programs have an ARB Rating of 20 points or better. 

For the first time in WNDU-TV’s 214 year history, we have landed four pro- 
grams in the top ten. They are: 


2. Tales of Wells Fargo ............ 16.8 

i Cate tiakas shee hs ois 42.2 
(Danny Thomas tied for No. 6) 

i een eas eucesteeces 12.1 

Sy MEE BONNE ac aWasesccsccccese 39.4 


Of the eighty programs rating 20 or better, NBC's WNDU-TV boasts 31, 


| Station #2 has 44, and Station #3 claims five. 


For the first time in the market's history, a Monday through Friday daytime 
program—NBC’s “The Price Is Right”—has broken into the charmed circle of 
20 rating points or better not once but three times! 


Daytime Price Is Right, Thursday .... 22.0 
Daytime Price Is Right, Monday ..... 21.9 
Daytime Price Is Right, Tuesday ..... 20.0 


In the time area in which there is most viewing and most business placed 
sign on to noon, Monday through Friday; noon to 6:00 PM, Monday through 
Friday; and 6:00 PM to midnight, Saturday through Sunday—our average share 
of audience has moved from 26.6 in February, 1957 to 38.2 in February, 1958. 
Station #2 has declined from 48.6 in February of 1957 to 37.7 in February 1958. 
Thus, WNDU-TV has passed Station #2 in share of audience in these all-important 
time segments. 


The trend in the South Bend-Elkhart market has reversed from pro CBS to 
pro NBC. In the heart of the television program-rating world, from 6:30 PM to 
sign off, Sunday through Saturday, WNDU-TV comes up with 84 quarter hour 
firsts versus 72 for Station #2 versus 15 for Station #3! Here is good proof of 
the WNDU-TV-NBC superior pudding. 

Quality won out as was expected: the February ratings emphasize the con- 
tinuing superiority of MGM and RKO pictures on “Lamplight Theatre” on a Satur- 
day through Sunday basis. On a feature film versus feature film basis, the average 
quarter hour rating for “Lamplight Theatre” is 10.9 from 10:15 PM through 
12:45 AM. Station #2 averages 5.7 for their feature films, and Station #3 
averages 6.8. 


The vitality and local leadership of WNDU-TV in the South Bend-Elkhart 
marketing area is more apparent than ever before. The 200,000 TV families in 
our marketing area are avid viewers of television. This viewing enthusiasm is 
capturable by you thru many prime adjacencies and participating programs avail- 
able on WNDU-TV—the top station in the nation’s 65th market. 


Orders, anyone? 
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NOW SHOOTING 


STEVE MoNALLY STARS! 


“5 HOURS TO LIVE”. . . The father of a 
10-year old boy holds the stolen $100,000. 

An international criminal holds the serum 

that can save the boy's life. Will the exchange 
be made in time to save the boy's life? 


ere, ee ree WSPE Ne KE 


“THE BANDIT’S CAVE” ...A ruthless bandit 
escapes with a fortune! How long can a man 
of action hide out without losing his reason? 


bs « wcameeeeeeena trae WESTERA 


“NO WAY OUT”. . . A nurse is kidnapped 
to help a wounded outlaw. Can the law 
close in before the gang decides she has 
outlived her usefulness? 


De ee ak NM VOTER. } ; 


“TATTOO ARTIST” . . . The police find 
the body of a dead man—dead but very 
much “alive” with intriguing clues to his 
murderer. Can police decipher the clues 
and come to grips with the killer? 


“POLICE DOCTOR” . . . A wounded 
gunman, rushed to the hospital, wings a 
police officer and holds him hostage in an 
examining room. Can the police doctor 
overpower the gunman and save the officer? 
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AT ZIV STUDIO! 


AT THE NAB CONVENTION: 
SEE ZIV EXHIBITS FOR 


THE HOT HOT, 
SHOWS bcd lant 


APRIL 27-MAY 1 














ZIV'S NEW, 
ALL NEW 


a A 


SERIES! 














EK AFTER WEEK . 


he GREAT STARS! MANY 
EAT IMPACT STORIES! 


Yi Wh. fa, 


DOLPHE 
MENJOU * {> 


SHettstore 




















% Bank deposits and reserves up 4% 
over March period of 1957! 


% Employment highest in history! 


% Largest backlog of military 
orders in history! 


%& Commercial building highest 
in history! 


+ Water reservoirs highest in history! 


WFAA-TV | WFAA 


CHANNEL 8 S20 - 570 


fh bk Ae 






DALLAS 


NBC*®ABC 


Broadcast Services of The Dallas Morning News 
Edward Petry & Co., National Representatives 
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Letter from the Publisher 
End of An Era 


The retirement of Frank Silvernail, manager of station relations 
of BBDO, has signaled the end of an era in the timebuying picture. 
This two-decade veteran has seen radio at its greatest height and 
has been in the forefront of television’s period of greatest expan- 
sion. He is regarded by many in the industry as a friend and coun- 
selor as well as a knowledgeable and astute timebuyer. His tenure 
in buying time spans a period when individualism on the part of 
the buyer was a benchmark of the trade. These were the buyers who 
knew their business so well, knew the station operations intimately, 
and therefore relied as much on their own judgment as they did 
on the ratings. 

Frank Silvernail has seen, over his 20 years as a buyer, an astro- 
nomical growth in the number of buyers. Just 10 years ago his own 
agency, BBDO, had four timebuyers; today it has 20. Y&R had 
six buyers a decade ago; it now has 42. J. Walter Thompson had 
four buyers in the same year; that agency now has 31. This is a 
far cry from the days when the Frank Silvernails, the Reggie 
Schuebels, the Beth Blacks and the Linnea Nelsons were running 
highly competent but tightly compact buying departments. 

As the medium has become larger and more complex and the 
number of timebuyers has increased, there has developed para- 
doxically more “assembly line” buying. 

The largest percentage of buyers have 10 years’ or less experi- 
ence in buying time. They are truly products of the television age. 
They do, in fact, represent a great opportunity for stations to do 
educational selling. The attitudes and associations which these buy- 
ers establish now will stay with them for many years. 


The New Buyers 


Where are the new buyers coming from? Mostly from within the 
ranks of the agency, where young apprentices have been moved 
into the media department. While the expansion has been of phe- 
nomenal proportions, the timebuying corps, as far as numbers are 
concerned, has reached a plateau. There is still a large percentage 
of turnover—about 20 per cent a year change jobs. It again em- 
phasizes the need of the station managers to keep their line of com- 
munication with the buyers. 

Timebuying, if it is to be done efficiently, is a task for the experts. 
It calls for an integrated knowledge of markets, engineering and 
station operation. It demands a firsthand familiarity with station 
management effectively to achieve clearance of both network and 
spot time. As the younger timebuyers gain experience and status, 
it is to be hoped that they too will add to the basic tools of timebuying 
the one important ingredient that seems to be so sadly lacking— 
independent judgment. 

At the same time, it wouldn’t hurt the client one bit to take a 
careful look at the media department of his agency from time to 
time to see how his money is being spent and to observe the pro- 
ficiency of those who are spending it. It goes without saying that 
the timebuyer is the indispensable infantryman of any successful 


advertising campaign. 
Cordially, rs 4 
of Z€ 





GET YOUR MESSAGE 
ON THE MAGIC 


GOLDEN SPREAD 


WHERE GREAT 
THINGS ARE 
HAPPENING 


BIG 4 


1S THE 


BIG BUY? 


*& Over 100,000 TV Sets 
*& Nearly $200,000,000 in Retail Sales 


in the Area 


SERVED BEST BY 
BIG 4 


POWER: Visual 100 KW 
Avra 50 KW 


33° above ground 


KGNC-TV 


Channel 4 


AMARILLO TEXAS 
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SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have 
used television successfully you are interested in the TELEVISION 


AGE series of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into 
his advertising problems, then tells how these problems have 
been answered through television. Each case history is factual 
and complete. Each article includes dozens of actual television 


success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. 
Just fill out the coupon below. 

















(0 Please enter my subscription for TELEVISION ACE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the first 15 of the above Product Groups. 


po--—-- - - - - - - - - - - - - - --- - -- ---------- 
Reader’s Service 
I s A 
| Television Age 
444 Madison Avenue, New York 22, N. Y. 
l Please send me reprints of the Product Group Success Stories: 
| , 
| Number of copies Number of copies 
| Bakeries & Bakery Products Gas Companies 
7 Dairies & Dairy Products —— Telephone Companies ———- 
} Banks & Savings Institutions ——_ /nsurance Companies —— 
| Dry Cleaners & Laundries —— Coffee Distributors — 
I Groceries & Supermarkets —— Men’s Clothing Stores -—-- 
| . 
| Furniture & Home Furnishings —— Cough & Cold Remedies ——-- 
1 Home Building & Real Estate ———_ Electrical Appliances —— 
Jewelry Stores & Manufacturers ——— Beer & Ale ——- 
| Nurseries, Seed & Feed — — Department Stores —_—— 
| Hardware & Building Supplies ——— _ Restaurants & Cafeterias _-—- 
Soft Drink Distributors —— Moving & Storage —__— 
| Travel, Hotels & Resorts —— Television & Radio Receivers 
I Sporting Goods & Toys —— Cosmetics & Beauty Preparations —— 
Drugs & Remedies —— i £VWPeight Control —— 
| Gasoline & Oil —— Auto Dealers —- 
Shoe Stores & Manufacturers —— Women’s Specialty Shops _ 
| Farm Implements & Machinery ——— _ Pet Food & Pet Shops — 
| Electric Power Companies —— Candy & Confectionery Stores —— 
! 
| Name we _____Position_ 
| 
l Company 
| 
| Address = — a 
| 

aE i ai 
! y 
| 
| © I enclose payment OC) Bill me 
1 
I 
| 
| 
t 
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Market Story 


Congratulations on your changing 
tv markets covering the Oklahoma- 
Texas area. However, on the map 
KOCO-TV is identified as Enid. . . . Our 
transmitter location is 21 miles north 
of Oklahoma City. 

AsHLEY L. Rosison 
KOCO-TV 
Oklahoma City 


. the Texas-Oklahoma market 
study . . . was extremely well pre- 
sented and will surely be a boon to 
clients and agencies alike. TELEVISION 
AGE is doing an exceptionally fine job 
in telling the market story from coast 
to coast. It gives an honest, compre- 
hensive story that is of utmost value. 

Marcret McDona.p 
WBAP-TV 
Ft. Worth 


I’ve just read your Texas-Okla- 
homa market study. Congratulations 
on a job well done. 

W. D. “Dus” Rocers 
President 
KDUB Stations 


My congratulations on the Texas edi- 
tion of TELEVISION AGE. The market 
study was excellent. . . . 

RicHMAN LEwIN 
KTRE-TV Lufkin, Tex. 


Roslow Defends Ratings 


The following letter, addressed to Frank E. 
Pellegrin, of H-R Representatives, refers to 
a story published in Tv AcE. 

I want to take exception to the re- 


port of your talk at the Broadcast 
Advertising Club in Chicago which 
was summarized on page 31 in the 
February 10th issue of TV AGE. 

It is not true that every station in 
any market can be first in ratings. 
It is not true that if you have any 
given number of stations in any mar- 
ket, they can engage the services of 
each survey company until they find 
one who shows them to be the No. 1 
station. 

If you mean that every station can 
be first in one way, that is a different 

(Continued on page 21) 
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dominated by 
wfmy-tv 


Interurbia ... the largest metropolitan market in the two 
Carolinas... First in population... First in Total Retail 
Sales. Get Interurbia plus the Prosperous Industrial 
Piedmont with WFMY-TV . . . where Automobile Sales 


exceed $403,401,000. 













Basic CBS 
Since 1949 
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Represented by 
Harrington, Righter & Parsons, Inc. 


New York « Chicago « San Francisco « Atlanta + Boston 
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One look and ten of America’s top stations bought “DECoy” within two weeks after sales began. Six weeks 
later, “DECOY” had been sold in 17 of the 25 major markets, plus 36 key secondary markets. Now, “DECOY” 
is sold in 80 markets — 24 of the 30 major ones and 56 secondary markets! 





Oklahoma City...34.1 A.R.B....Friday 9 PM Buffalo...25.8 A.R.B....Tuesday 10:30 PM 
Against “Cavalcade of Sports” 18.9, Against “Highway Patrol” 25.3 “O’Henry Playhouse” 7.7 


“Walter Winchell File” 6.9 New Orleans...28.9 A.R.B.... Thursday 10 PM 
Boston...24.3 A.R.B....Sunday 10:30 PM Against “Gray Ghost” 14.3, 


Against “State Trooper” 10.5 ‘What’s My Line” 7.6 “News and Million Dollar Movie” 2.8 and 0.1 Gs, 
Produced by Pyramid Productions 


aay 
“Decoy” looks—and IS—No. 1! For ratings like these, call 
OFFICIAL FILMS, INC. 


25 West 45th Street, New York 
PLaza 7-010 
* Cincinnati / Cherry 1-4088 + Dallas /Emerson 8-7467 





REPRESENTATIVES: Atlanta / Jackson 2-4878 + Beverly Hills / Crestview 6-3528 + Chicago / Dearborn 2-5246 


a 2 
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story. One station can be first in 
ratings; one can have the highest- 
rated quarter hour; one can be No. 1 
in a particular age group or income 
bracket. But it is not true that every 
station can be first in ratings. 
Unfortunately, many readers will 
read into your statement a very un- 
favorable and unsavory picture of 
rating services. I am sure you did 
not mean this, but apparently the way 
in which it was reported will result 
in this interpretation. 
SypNEY RosLow 
Director 
The Pulse, Inc. 
New York City 


Orchid 


... 1 find TELEVISION AGE . . . keeps 
me in touch with the industry. I 
wouldn’t be without it. 

Hat KNUTSON 
KBOI-TV 
Boise, Idaho 


WNEM-TV and ]Baseball 


Contrary to your listing of the De- 
troit Tiger Baseball Network on page 
53 of your March 24th issue in the 
article “Batter Up,” WNEM-Tv Bay City 
is the Saginaw Valley outlet for Tiger 
baseball instead of the Saginaw station 
you listed. This will be the second con- 
secutive year that WMEM-TV, serving 
Michigan’s second market, with studios 
in Flint as well as the Central Studios 
at Bay City-Saginaw, will be bringing 
the Tiger fans of the nation’s 19th in- 
dustrial market all the thrills of the 
televised Detroit games. 

Tom MatTHews 
Director of Operations 
WNEM-TV 

Bay City 


Padded Rating Week 


. . . We feel that padded program- 
ming and contests during rating week 
are quite a problem. Therefore we are 
attempting to do our share in making 
all rating periods unannounced. 

Vic FLETCHER 
Program Director 
WEEK-TV Peoria 





Now it just takes 
one BIG one 


to cover the Mid-Gulf! 


For two years, WKRG-TV has been pulling further and 
further ahead in the BILLION-DOLLAR-PLUS Mobile 
Market. Also Nielsen (No. 2) gives WKRG-TV 


46,000 extra families in seven extra counties 





over Station “X”. 
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Mua bow 
“SUCH IMPACT! 


SUCH STARS... 


Every WEEK IMPACT stories Like: 
“Ss HOURS TO LIVE” 


o£ <a. bi starring STEVE McNALLY SUSPENSE / 
\ maa Can ROMERO WESTERN / 
f | es Brags Ne EE MYSTERY! 


WZ SOO ASTST. LAW FORME! 
ee — POLICE DOCTOR". 4710 ADVENTURE! 











in PRopuction: MANY GREAT IMPACT STORIES WITH MANY MORE STARS! 





IO BRIEN® CESAR ROMERO 
TA GRANVILLE > DAVID 
IN-LOLA ALBRIGHT*JOHN 
IAND » STEPHEN MCNALLY 


MRD DUFFeHANS CONRIED 
PHOMEIER KENT TAYLOR 


AA RIVA-JOHN BERARDINO 
BARRY-NEVILLE BRAND 
IPHE MENJOU Ace “xz 





television | ’ 
WINSTON-SALEM 


{ WINSTON-SALEM 


for < GREENSBORO 


4 HIGH POINT 
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Liggett & Myers Buy 


Cigarette sponsors who have been stressing the “male- 
ness” theme in their commercials are out to reinforce it 
in their programming. Liggett & Myers has just bought 
Steve Canyon, a film series based on the cartoon char- 
acter, for sponsorship next season. The leading character 
is an Air Force colonel. No time or network selected, though 
there is some conjecture it may replace Dragnet on NBC- 
TV. Other cigarette sponsors are looking for the same kind 
of programming. 


New Label, More Spot 


Introducing a new label for Schaefer’s beer has meant 
a general increase in the company’s spot schedules in most 
markets. The hypoed schedules began running last week 
and will continue through the summer. Ed Fleri, BBDO 
supervisor of spot telecasting, handles the buying. 


Stations May Recover Half-Hour Strip 


Long-range industry thinking is that the networks may 
within a two-year period return the 7:30-8 p.m. half-hour 
strip to their affiliates. The early-evening strip has, of course, 
been increasingly difficult to sell. Also to be considered is 
the audience attrition on some evenings in the time period. 
With sets-in-use at relatively the same level, total average 
audience ratings on Friday evening on the three networks 
for the second report in January 1958 was 59.7. For the 
same two weeks one year ago, the total a. a. Nielsen rat- 
ing was 68.6. Conjecture is that local station programming 
is proving attractive and pulling audiences away from the 
network shows. 


Drive on Portable Washer 


After successful tests in scattered midwestern markets, a 
heavy campaign began last week in the New York City 
area for the AMI portable washing machine. Six-to-eight- 
week schedules were placed on wrtx (running 12 minutes 
weekly), WABC-TV (with about 21 spots weekly) and WaABD- 
TV (with about 25 spots weekly). Expansion into other 
markets is scheduled, with national distribution expected 
by September. Placements were split between the AMI, 
Inc., agency in Chicago, Edward H. Weiss Co., where vice 
president Jack Bard handled the buying, and Associated 
Ad Service, New York, where Robert Lipman bought. 


Week-End Concentration 


Utilizing the “new concept in tv spot buying,” Bymart- 
Tintair is placing schedules in 18 top markets in an arrange- 
ment that places a week’s campaign in the Thursday-Sun- 
day period. By spending the same amount of money that 
ordinarily purchases spots for seven days, the company 
will concentrate its messages for Tintair and Satin Creme 
in the latter half of the week, aiming for a saturation effect. 
Filmed commercials featuring screen star Terry Moore 





begin May 1 in available top-rated programs. Doris Gould, 
senior time-buyer at Product Services, Inc., made the buys. 


Maypo Sales Soar 


Riding high with an animated commercial that has ranked 
among the best-liked spots in the country almost since its 
first appearance, Heublein, Inc., has announced that sales 
of its Maypo cereal for the eight months ending March 1 
were up 103 per cent compared to the same period last 
year. Sales for the March month alone are expected to in- 
crease 400 per cent over the 1957 March period. Story- 
board, Inc., created the films for Bryan Houston, Inc., and 
Heublein. As reported earlier, they'll go into the northern 
markets soon and cover the country next year. 


Soap-Opera Spot 


Heeding the requests of its owned-and-operated stations, 
CBS-TV is reportedly allowing the stations to sell a one- 
minute spot between two of its afternoon soap operas. Pre- 
viously, the network has permitted only a single 20-second 
spot and one ID to be spotted between programs (with 
triple-spotting verboten!). It’s understood the single minute 
is only a concession at this point and subject to change 
depending on its success or failure. 


Hour-Long Film Resistance 


In spite of the relatively large number of hour film shows 
now being prepared for next season, look for the networks 
to play down this program form in the coming months. 
Advertisers have manifested increasing sales resistance to 
the hour-film form because of its expense and limited iden- 
tification. And with economic conditions what they are, 
networks, of course, are keeping their ears tuned to the 
sales signal spelled out by prospective sponsors. 


Collins Back to ‘Hit Parade’? 


Dorothy Collins will probably be back on American 
Tobacco’s Hit Parade next fall. Batten, Barton, Durstine & 
Osborn, the agency for the advertiser, is making overtures 
to her, to Vic Damone, and will probably retain Virginia 
Gibson from the current crop of Hit Parade vocalists. With 
a strong enough line-up of singers, American Tobacco may 
be able to convince Jack Benny Hit Parade would be a 
winner as his alternate on CBS-TV Sunday nights. 


ABC-TV Leads Billings Climb 


First two months of 1958 show ABC-TV billings up 36.4 
per cent over January and February a year ago, the latest 
LNA-BAR reports issued by the Television Bureau of Ad- 
vertising reveal. NBC-TV billings showed an 11.7-per-cent 
billing increase for the period, while those for CBS-TV 
were up 7.7 per cent. Total increase for all network billings 
was estimated at 13.7 per cent, with a total of $94 million 
billed for the two months. 
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Interview: Cla 


Sullivan, Stauffer, Coiwell & Bayles, Inc. Timebuyer, Jack Canning, 
tells why he selects WLW TV-Radio Stations for PALL MALL Cigarettes. 








TWENTY} 
“Sure, | buy time 
for PALL MALL Famous 


Cigarettes on the Crosley 
FAMOUS CIGARETTES 4 : . 
Stations because their 
greater length of 
audience filters 


Sy : commercials farther 
} \} into smooth pleasure 
5 \ iat for advertisers.” 
AG : 
lee MOC sicno wares | 


“WHEREVER PARTICULAR 
PEOPLE CONGREGATE™ 





“Yes, WLW Television and Radio 

Stations really pack in a full house of 
viewers across the Midwest and into the 
South for sponsor's sure-fire sales success." 


“Outstanding—and that’s 
putting it mildly!” 


Call your WLW Stations Representative . . . you'll be glad you did! 


WLW-T WLW-D 


Television Television 


Cincinnati Dayton 





Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland * Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division of Avco 
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Business baromete 


A & ad 
Network billings were off only fractionally in January, showing the smallest decrease 
of any of the three television categories. 








The Business Barometer survey shows that network totals declined 0.6 per cent over 
those in December, a drop which can be compared with a 4.8 decrease in 1957. 





In 1956 there was a gain in January of 4 per cent, and in 1955 the increase was 
1.5 per cent. 





To put the network billings picture into its true perspective, one must go back a few 
months into 1957. A glance at the chart illustrates this graphically. Since 
September the television network billings picture has shown marked improve- 
ment over that of a year ago. After a sagging summer, business picked up to 
the point that fall and winter months have set new records. 








While the Business Barometer base compares ratings on a month-to-month basis, a com- 
parison of network 
business in January 
with that of a year 
ago has been made by NETWORK BUSINESS 
the Television Bureau ’ 
of Advertising. 





TvB says that network business 


in January is 14 per 
cent ahead of that a 


year ago. 








1956-57 


It will be noted that the 7 





separation between — 
January 1958 and Janu- / 
ary 1957 on the Busi- ey if 
ness Barometer chart Od oe ee 
on this page shows - 
exactly 14 points. 
While the TV AGE 
chart, with its month- 
to-month basis, is not 
intended as a year- 
to-year index, in this case it seems to agree exactly with the TvB estimates. 








Of course the biggest factor in the increase in network business is the revitalization 
of ABC-TV during the past year. 





Recent estimates of billings for January 1958 show that ABC-TV billed $9.1 million 
this year, as compared with $6.7 million a year ago. At the same time, CBS-TV 
billed $22 million in 1958 and $20.2 million in 1957. NBC-TV billed $18.3 
million this year, as compared with $16.5 million. 





So, while all three networks showed an increase, the biggest percentage of gain was 
from the network with the farthest to go—ABC-TV. 





The Business Barometer report is based on figures submitted by all sizes of stations 
in all classes of markets throughout the country. 





Reports are sent direct to Dun & Bradstreet. That firm prepares the percentages which 
are furnished to the editors of TV AGE. The editors, and their advisors, 
prepare the Barometer reports. 





A report on February local and spot billings will be included in the April 2lst issue 
of TELEVISION AGE. 
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Henrietta sees Red 
and puts a $1,000,000 film library to work! : 


Timebuyer Henrietta Hickenlooper picks WJAR-TV because WJAR-TV has 
a corner on quality feature films in the Providence market — the cream of the 
crop from 20th Century Fox, Warner Brothers, Selznick, MGM, RKO, Colum- 
bia, United Artists! 








In the PROVIDENCE MARKET 


WJAR-TV 


1s cock-of-the-walk 
in feature films! 


Ee ¢ 
CHANNEL 10 - PROVIDENCE, R.I - NBC-ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 
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Which would win, Maverick or Earp? . page 29 


Knick uses spot to replace giant tv . . page 29 


Art directors give tv three medals . . page 102 


Under the Microscope 


Which show would come out on top 
if Maverick were pitted against Wyatt 
Earp? Since both are on ABC-TV, such 
a contest seems unlikely on the face of 
it, but agency researchers who spend 
their days working with the rating re- 
ports find there the answers to even 
more puzzling questions. 

In Rochester, a two-station market, 
this is what happens at 5:30 p.m. on 
Saturdays, according to ARB: Maverick 
on WROC-TV gets 26.3, while Wyatt 
Earp, on WHEC-TV gets 24.0. Close, but 
Maverick seems to win the draw in this 
market. 

Rochester also offers an interesting 
example of other ABC-TV shows in 
competition with other shows on the 
same network. The Lone Ranger tops 
Jim Bowie 24.3 to 13.3. Disneyland 
leads Lawrence Welk 42.7 to 22.3. Colt 
45 clobbers Pat Boone 41.6 to 15.2. 
No one can contest ABC-TV’s complete 
leadership in Rochester in these time 
periods. 

Working with ARB reports a top 
agency research man, turns up a num- 
ber of other interesting bits of informa- 
tion. For example, people in Erie, Pa., 
have a particular interest in NBC-TV’s 
Today. On wicu-Tv Erie the show drew 
an 11.4 rating at 7 a.m. and built up to 
a whopping 20.8 by 8:30. In Philadel- 
phia and Pittsburgh, by way of com- 
parison, Today’s February ratings aver- 
aged 5.4 and 4.8, respectively. 

Ziv’s new Sea Hunt series got off to 
a fine start, according to the February 
reports. A sampling of ARB cities 
shows: Amarillo 12.9, Chicago 13.9, 
Columbus 17.7, Cleveland 16.7, Evans- 
ville 14.5, Fort Wayne 19.1, Miami 
33.7, New York 28.5, Pittsburgh 28.8 
and Washington 15.3. 

Interestingly, 49 per cent of Sea 
Hunt's Cleveland audience was com- 
posed of children, while only 10 per 


cent of its New York viewers were kids. 
This is a good example of time period 
determining audience, since Cleveland’s 
broadcast was at 7 p.m., while that in 
New York was at 10:30 p.m. 

Many agency researchers and time- 
buyers are perplexed by the problem 
of determining which network stations 
offer the best coverage in a given area. 
Their lot is not made easie by the 
CBS situation in Harrisburg between 
wHp-tv Harrisburg, local CBS-TV sta- 
tion, and WGAL-TV Lancaster. On Mon- 
day evening at 8 p.m. both stations 
carry the same CBS-TV program; 
Burns & Allen. The February ARB 
shows WGAL-TV with 30.6, while WHP- 
Tv draws 15.2. This pattern would 
normally establish complete dominance 
for WGAL-TV, but on Thursdays at 7:30 
ARB shows Name that Tune on both 
stations, with WGAL-TV drawing 5.9 and 
WHP-TV 24.3. 

In case anyone ever decides to pro- 
gram a western against Perry Como, 
he might do well to examine some west- 
coast ratings where Como competes 
with CBS-TV’s Have Gun, Will Travel. 
They show: Los Angeles, Como 25.5, 
Have Gun 28.6; San Francisco, Como 
22.1, Have Gun 23.0; Seattle-Tacoma, 
Como 25.2, Have Gun 27.6. The aver- 
age comes to 24.3 for Como, as against 
26.4 for Have Gun. 

A possible clue may be found in the 
fact that 24 per cent of Have Gun’s 
audience is children, as opposed to only 
19 per cent for Como. 


Hoffman First 


The Hoffman-Pabst $1-million cam- 
paign on wrca-Tv New York is the first 
in which a soft-drink advertiser has 
used the “vitamin health” concept, the 
agency, Grey Advertising, believes. 

The six-month saturation campaign 
will use minutes, 20’s and 10’s, all 












eS y 


One of the new Hoffman “vitamin 
health” commercials 


7 
» 


featuring the Hoffman Beverage Co.'s 
low-calorie “streamline” series. The an- 
nouncements will appear throughout 
the television day, appearing on Today, 
The Jack Paar Show, Matinee, Queen 
for a Day, Movie 4, Hi Mom, Tex and 
Jinx and Ask the Camera. 


Knick has the Knack 

When the Giants ball club left New 
York last fall for the gold in the 
California hills, apparently the Jacob 
Ruppert Brewing Co. wasn’t sorry to 
see the team go. “Frankly,” said a 
company executive, “we feel Knicker- 
bocker Beer will sell better through 
television spot advertising than it did 
through sponsorship of the Giants’ 
games.” 

The remark was made at a sales 
conference held at the brewery, where 
the company’s recently appointed 
agency, Compton Advertising, Inc., 
presented the °58 ad campaign to 
nearly 500 salesmen and dealers. 

Joseph Cross, Compton account ex- 
ecutive, told the group that the beer 
campaign had to go into media that is 
“dramatically effective, gives broad 
coverage of the particular market 
wanted and is the most efficient in 
terms of the number of people reached 
for the money spent.” For these 
reasons, he said, spot television would 
be used as the primary medium—with 
its extra advantage of flexibility that 
permits obtaining special shows and 
new availabilities constantly. 

Aiming at a market described as 
“male, age 21 to 50, with grade-school 
or high-school education and _ living 


(Continued on page 99) 
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THIS IS THE HOUSE THAT BUYS MORE TIME, SPENDS MORE TV DOLLARS, USES 
MORE BIG-NAME HOLLYWOOD TALENT, AND PROVIDES AMERICA WITH MORE HOURS 
OF SOLID ENTERTAINMENT THAN ANY OTHER HOUSE IN THE WORLD! 


INSIDE THE HOUSE: Frank Sinatra, Eddie Fisher, George Gobel, Van Johnson, Jack Benny, Bob Cummings, Dean Martin, Jimmy Durante, Tyrone Power, 
Bert Lahr, Jane Powell, Marge & Gower Champion, Kay Thompson, Donald O’Connor, Ed Wynn, Jo Stafford, Kay Starr, Terry Moore, Mickey Rooney, 
Bill Lundigan, Walt Disney, Ward Bond, Bob Horton, John Daly—some of the talented people selected for and presented by our clients. 


30 April 21, 1958, Television Age 














House Ad 


RUN FOR THE TELEVISION DEPARTMENT OF 


McCANN-ERICKSON, INC., ADVERTISING 


New York - Boston - Cleveland - Atlanta - Houston - Dallas - Chicago - Detroit - Louisville - San Francisco - Los Angeles - Portland (Ore.) 
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“FLORENCE 
thy uly wn mahal 






“When a man assumes a public trust, he should consider 
himself public property.’’—Thomas Jetterson 


For thirty-six years this Jeffersonian axiom has guided the 
Jefferson Standard Stations, winning broadcasting leadership 
and public trust. 





Jeffersonian standards for personnel and facilities have 
culminated in the operation of WBTW. Top rated programs 
from all three networks, plus influential local personalities, 

have won the respect of more-than-a-million Carolinians. 
In turn, viewer loyalty has produced a record of 
success for WBTW’'s 121 national advertisers. 


Look to broadcast leadership to insure sales leadership. 
Calli WBTW or CBS Television Spot Sales. 


UJ BTUJ 


FLORENCE. S.C 





Mi | JEFFERSON STANDARD BROADCASTING COMPANY 
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Public-service peak 





ane new record for service to the public 
was set by commercial television stations in 
1957. 

An industry-wide survey of all sizes and types 
of stations in both large and small markets just 
completed by TELEVISION AGE shows that the 500 
stations now on the air gave of their time and talent 
to a total value of $247 million. 

In 1956 this time and talent giveaway in the 
public interest reached $189 million. In 1955 it 
was $133 million. Thus the total donation of com- 
mercial stations in 1957 reached a figure nearly 
twice as great as it was only two years earlier. 

In 1957 the Tv AGE quarterly survey indicated 


Another new high 


set in 1957 with 


$247 million worth 


of free telecasts 


that the months of July, August and September 
were the busiest for the unsponsored programs 
carried by stations in the public interest. In those 
months nearly $93 million worth of time and 
talent was carried. In April, May and June the 
total was $58 million. The fourth-quarter total 
came to $48 million, while the first quarter was 
smallest with $44 million. 

This continuing increase in public-service pro- 
gramming is an indication of the very real interest 
which station executives feel in the markets which 
they serve. Some of the stations with the biggest 
investments in educational and other public-inter- 
est telecasts are “sold out” in choice time segments 
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Station Class 
hourly rate 


UNDER $250 








A 


Announcements 


& ID's 





lst quarter 930 
2nd quarter 855 
3rd quarter 677 
4th quarter 816 


total 1957 3,278 











Public-Service Record 


of Average Tv Stations 














$251-$500 lst quarter 1,129 

2nd quarter 2,171 

3rd quarter 981 

Ath quarter 1,442 

total 1957 5,723 

$501-$900 lst quarter 1,096 

2nd quarter 1,157 

3rd quarter 1,614 

4th quarter 1,257 

total 1957 5,124 

$901-$1500 lst quarter 1,341 

2nd quarter 1,453 

3rd quarter 1,421 

4th quarter 1,399 

total 1957 5,614 

by Classification, $1501 UP Ist quarter 1,549 
T I 1¢ 57 2nd quarter 1,795 
) 3rd quarter 1,937 
ie , ? ‘ 4th quarter 1,508 
total 1957 6,789 

AVERAGE lst quarter 1,128 

2nd quarter 1,499 

sar leah cai 3rd quarter 1,219 

4th quarter 1,286 

total 1957 = 5,132 


and yet have set aside prime portions 
of their programming day for public- 
service programs. 

Many smaller stations, usually serv- 
ing comparatively small markets, have 
found their public-service programs ef- 
fective in building community and 
sponsor good will and have increased 
their time and talent allotments to this 
type of program. 

The chart on these pages breaks down 
the public-service record of average tv 
stations by classification. A study of 
the figures reveals the way each class 
of station divided its public-service 
donations among announcements, [D’s 
and programs and also the value of the 
time of personnel involved in present- 


ing the public-service programs on the 
air. The total donated by each class of 
station for each quarter and for the 
year is carried in the next-to-last col- 
umn, shown in red, on the chart. The 
final column shows the total donated 
by each class of station a year ago— 
in 1956. 

The average tv station among the 500 
now on the air gave a total of 5,132 
announcements and ID’s in 1957. Some 
1,286 of these were in the final quar- 
ter of the year. 

The value of the announcements and 
ID’s for the year was $370,019, with 
$66,367, of this total falling within the 
last three months. 

Total programs presented on this 


mythical average station came to 672 
for the year—l67 during the final 
quarter. Total number of hours given 
over to such programs came to 253 
during 1957. During the final three 
months they totaled 57. Value of these 
programs for the year reached $109,- 
865. 

The total value of t'me and talent 
for the year reached $493,984, as com- 
pared to $393,918 in 1956. This in- 
crease in total donated by the average 
station applied to most classifications 
of outlets, althouch a few showed 
smaller public-service totals for 1957 
than for 1956. 

Turning attention from the average 
station to the average small station— 
































Vaiue announce- 


ments & ID's 


Programs 








Value 


programs 


Value time 
of personnel 


















































$21,046 ou 42 $6,496 $949 
20,393 170 48 9,342 1,656 | 
15,323 163 60 10,958 1,803 | 
14,096 84 34 5,308 2,341 | 
70,858 511 184 32,104 6,749 
37,265 123 73 11,139 2,030 | 
53,002 123 47 21,692 1545 | 
37,490 101 37 9,611 1,624 | 
47,143 166 56 20,921 1521 | 
174,900 513 213 63,363 6,720 | 
+ 
56,551 185 72 26,656 4,502 | 
68,084 224 103 48,569 5,162 
105,575 227 78 33,719 4,454 
93,560 197 60 29,898 3,819 
323,770 833 313 138,842 17,937 
129,110 214 79 48,196 2,592 
147.713 270 89 54,854 4.190 
164,077 162 54 21,423 3,876 
129,404 246 73 37,826 4,717 
570,304 892 205 162,299 15,375 
270,780 199 72 84,636 13,618 
244.788 181 65 74,476 11,418 
487,023 271 75 105,317 10,000 
271.882 194 55 61,881 17,649 
1,274,473 835 267 326,310 52,685 
65,340 151 67 23,306 4,034 
80,335 188 71 36,304 3,476 
157.977 166 58 24,146 2,736 
66,367 167 57 26,109 3,854 
370,019 672 253 109,865 14,100 


- ee a eee 
2 See oe eae 





those with Class A hourly rates below 
$250—shows some interesting con- 
trasts. For the average station of this 
class public-service announcements and 
ID’s for the fourth quarter totaled 816, 
more than in the third quarter, when 
the total was 677. Total for the year 
came to 3,278. Value of these announce- 
ments and ID’s came to $14,096 for the 
final quarter and to $70,858 for the 
year. 

These smallest stations presented only 
84 programs during the final quarter 
of the year for a total for 1957 of 511. 
Hours donated during the year came 
to 184 and value of the programs for 
the same period to $32,104. Value of 
time of personnel totaled $6,749. 


Total donations of small stations for 
the year came to $109,711, less than 
the total for 1956. Small stations were 
one of the two classes of stations mak- 
ing less valuable donations to public 
service in 1957 than in 1956. 

Next larger stations, those with a 
Class A hourly rate between $251 and 
$500, averaged to give a total of 5,723 
announcements and ID’s last year. The 
value of these announcements and ID’s 
totaled $174,900. 

These stations carried a total of 513 
programs on an average, occupying 213 
hours of time. Value of these programs 
was $63,363. Value of time of person- 
nel for the year came to $6,720, no 
more than that for the smallest sta- 


Total donated 










Total donated 
in 1956 
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in 1957 | 


$28,491 | 
31,391 
28,084 
21,745 | 


109,711 144,566 


50,434 | 
76,239 | 
48,725 
69,585 " 
244,983 | 226,778 | 
87,709 
121,815 | 4 
143,748 
127,277 


480,549 


+ 


402,094 


179,898 v4 
206,757 . 
189,376 
171,947 


747,978 


= 
\ 
—_ 
S 
et 2 


sS 


369,034 
330,682 
602,340 
351,412 


1,653,468 


Sy ae 2S 


2,135,858 


92,680 
120,115 
184,859 

96,330 


493,984 393,918 


ise ot Sen! Cheide de 


tions. Total donations reached $244,- 
983 for the year, a sizable increase over 
the $226,778 1956 total. 

Average stations with Class A hourly 
rates between $501 and $900 carried 
5,124 announcements and ID’s in 1957, 
with a value estimated at $323,770. 
Programs on this average station to- 
taled 833, taking up 313 hours of time. 
Value of these programs came to $138,- 
842 for the year, while value of the 
time of personnel working on these 
public-service telecasts was estimated to 
average $17,937. 

Total donated for the year by this 
type of station averaged $480,549, a 
substantial increase over the $402,094 

(Continued on page 78) 
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Fritz Mehler conducts Hartford Symphony 
Orchestra rehearsal over WNBC. 


To serve a 
nation... 


Programs in the 
public interest vary 


widely in format 

















hile it’s true that figures don’t 

lie, in some instances they tell 
only a part of the whole story. Infor- 
mative and revealing as they are, sta- 
tistical facts and figures on the time 
and money donated by American tele- 
vision stations to public-service pro- 
gramming are not able in themselves to 
paint a picture of the full extent and 
variegated nature of this type of video 
presentation. 

Tv programs of benefit to the public 
take many forms and shapes—patterns 
that are not revealed in a basic re- 
capitulation of “how much” and “how 
often.” They concern themselves with 
schools and education, state and civic 
activities and problems, fund raising, 
medical and mental health, safety, leg- 
islative and legal matters, music, com- 
munity history, religion, vocational 
guidance and advice, disaster coverage, 
local politics, old-age retirement plan- 
ning, literature and the fundamental 
freedoms of this nation. 

To complement its third annual sum- 
mary of the dollar value of public- 
service programming carried by the 
country’s tv outlets (see “Public-Serv- 
ice Peak,” page 33), TELEVISION AGE 








asked the stations for brief descriptions 
of their most effective efforts in the 
public interest. Following are some of 
the ways in which communities around 
the country have been outstandingly 
served by their local television chan- 
nels, in alphabetical order according to 
city. 

waca-Tv Atlanta, among numerous 
public-service efforts, aided the vital 
cause of traffic safety in a special tele- 
cast of the presentation by Georgia’s 
Gov. Marvin Griffin of a silver trophy 
—donated by waca-Tv—to each of the 
four Georgia State Patrol divisions, to 
be won each year by the state trooper 
in each division with the best highway 
accident-prevention record. 

wLw-a Atlanta ran a program called 
High Time for 13 weeks last summer, 
during which teen-age talent turned an 
hour of public-service air time—2 to 3 
p-m. Saturdays—into one of the most 
viewed week-end time periods in the 
Georgia capital. Presented by Junior 
Television Enterprises and sponsored 
by WLw-a, the show was, according to 
the station, the first television company 
project ever attempted by a Junior 
Achievement group. 


Featuring talent ranging from archi- 
tects to horseback riders and musical 
endeavors stretching from the classical 
to rock ’n’ roll, High Time played to 
an estimated audience of over 40,000 
viewers each Saturday—46 per cent of 
them adults. Commercials on the show 
were for Junior Achievement products. 

As its most outstanding series of 
public-service programs during 1957, 
wJz-Tv Baltimore presented a skein of 
telecasts “without precedent in local 


5] 


television history.” Starting in mid- 
September, Baltimore Close-Up, seen 
each morning from 7 to 9:30, offered 
five remote pick-ups of from five to 10 
minutes in length from various points 
in the city and environs. 

Baltimore’s 
harbor, airport, railroad station, mu- 
seums and surrounding Maryland farm 
country—were undertaken by wJz-Tv, 


These remotes — from 


says the station’s public-service direc- 
tor, Mrs. Ruth Schaefer, “as a vital 
public service—that of acquainting the 
public with the institutions, organiza- 
tions and services that help make a 
city a living thing. By actually being 
on the scene where things are happen- 
ing, WJz-TV fulfills one of the primary 





Polio telethon on WISN-TV. 











objectives of broadcasting in the pub- 
lic interest: the increase of awareness 
and understanding by the individual 
of the area in which he lives.” 

wMAR-TV Baltimore carries a show 
which, states director of public service 
Thomas J. Severin, “I feel is different 
than most public-service programs tele- 
cast anywhere.” This is an informative 
series, titled The Law and You, pre- 
sented on alternate Wednesdays at 5 to 
5:30 p.m. in cooperation with the Bal- 
timore City Bar Association. 

Using films and film clips, live 
studio interviews and demonstrations, 
The Law and You is designed to ac- 
quaint Baltimoreans with the phases 
and functions of the law, the courts 
and the city’s legal agencies, and to 
familiarize citizens with the protection 
they enjoy under the law. The pro- 
gram made its debut last Aug. 14 and 
is produced and directed by WMAR-TV’s 
Mrs. Janet Covington, with newscaster 
Matt Thomas as host. 

In the opinion of program director 
James A. Robinson, Jr., the most effec- 
tive public-service series proffered by 
w-Two Bangor, Me., is a weekly (Sat- 
urdays from 1 to 1:30 p.m.) show for 
the Boy Scouts which has been sched- 
uled uninterruptedly for better than 


three years. 

With w-tTwo’s studios so located that 
the station is able to telecast indoor 
and outdoor programs with equal fa- 
cility, the Boy Scout stanza has made 
full use of this asset by presenting half- 
hours in which the Scouts have set up 
a camp site, cooked outdoor meals, 
showed how to give first aid and in 
general have demonstrated almost 
every facet of Scout life. 

KEDY-Tv Big Spring, Tex., sched- 
uled a 30-minute “Children’s March on 
Polio” last Jan. 16, with the “march” 
planned to start on Joanne Forrest’s 
Channel 4 Calling at 5:45 p.m. and to 
run through Bruce Frazier’s Cosden 
Farm Editor to 6:15. Youngsters were 
invited to parade in front of the 
KEDY-TV cameras to drop their pennies 
and dimes into the “March of Dimes” 
cookie jar. 

That was the idea in concept. In 
execution it mushroomed into an hour- 
and-a-half piggy-bank parade of nearly 
3,000 children instead of the 150 ex- 
pected by the station management. 
Two locally sponsored shows and 
CBS-TV’s Douglas Edwards and the 
News had to be canceled because of 
the hordes of Big Spring small fry who 
were being deposited at KEDY-Tv’s 


front door to march in front of the 
cameras and be retrieved by their par- 
ents as they spilled out the back door. 

KBMB-TV Bismarck points to three 
half-hour shows last December as its 
most successful public-service program- 
ming over the past year. The shows, 
called Be a Good Neighbor, were car- 
ried for the Mandan, N. D., Junior 
Chamber of Commerce with the pur- 
pose of raising funds for Christmas 
baskets and clothing for underprivi- 
leged children. Featured on the pro- 
grams was live talent from the Bis- 
marck-Mandan area. 

KIDO-TV Boise offers Kampus Karni- 
val in two segments Monday through 
Friday, the first between 4:30 and 5 
p-m. and the second at 5:30-6. The 
format embraces student guests from 
local schools in a variety of on-camera 
activities from finger painting through 
scientific experimentation to record re- 
viewing. Four to eight students—from 
dancing and dramatic schools, as well 
as regular elementary and high schools 
—appear on each program of a series 
which combines education with enter- 
tainment. 

As one of the extremely public- 
service-minded Westinghouse Broad- 
casting Co. stations, wBz-Tv Boston in 


Junior Achievement group on WLWw-a’s High Time. 
group g 


WHTN-TV’s The Greatest Sin. 








1957 presented a pioneering effort in 
public-service programming — an_all- 
encompassing, year-long project called 
Let Freedom Ring. To instill in its 
New England 
greater awareness, appreciation and 
understanding of the basic freedoms 
which are an integral part of the 
American way of life, the station of- 


viewing audience a 


fered, during each month of last year, 
an important facet of those freedoms— 
12 component parts used individually 
as a theme around which the month’s 
programming was centered, along with 
being integrated into programs 
throughout the entire year. 

In this fashion, WBz-TV achieved two 
things: (1) special shows designed to 
coincide with important, historic calen- 
dar dates, thereby enabling audiences 
to view American liberties as freedom 
as a whole, and (2) a series of special 
announcements and 
complete programs highlighting the 
basic freedom being saluted for the 


segments, spot 


Dr. Floyd Zulli Jr. lectures on Comparative Literature on WcBs-Tv’s Sunrise Semester. 


month, thus focusing viewers’ attention 
on one area of freedom at a time. 

The concerted efforts of the entire 
WBZ-TV staff, under general manager 
Frank Tooke’s supervision, resulted in 
294 special programs on freedom, 19 
of them remote live pick-ups; 1,625 in- 
serts within regularly scheduled shows, 
ranging from a few minutes to almost 
a half-hour in length; 776 news fea- 
tures emphasizing elements of freedom 
in news releases, and 2,783 specially 
produced spot announcements — in 
toto, 18,300 broadcast minutes devoted 
to Let Freedom Ring. 

For six weeks last fall waur Buffalo 
conducted an intensive public-service 
campaign entitled Know Your Schools, 
designed to make the local citizenry 
more aware of educational problems in 
the Buffalo area. Heart of the cam- 
paign was a special five-program series 
called Bored With Education? which 
compared the old and the new systems 
of schooling and covered student ac- 


tivities, the role of student councils, 
school administration problems and 
policies, and school-community rela- 
tionships. 

Highlights of the series were filmed 
discussions among students and edu- 
cators on such topics as the following: 
“Are grades necessary? Is driver edu- 
cation valuable? How should discipline 
be administered? Should we talk about 
communism in schools?” The series 
concluded with a film documentary of 
study and play in Buffalo schools, fol- 
lowed by a discussion of the shortage 
of science and engineering students to- 
day. 

wcr-Tv Buffalo began a public-serv- 
ice skein on March 2 called The Mayor 
Reports, aired on alternate Sundays at 
1:30-2 p.m. and planned to bring to 


the people of Buffalo a more complete 


understanding of the problems facing 
officials in public office. On the in- 
augural telecast Mayor Frank A. Se- 
dita discussed with his aides the func- 
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tions of the various departments they 
head. 

Assisting Mayor Sedita in talking 
about current and pertinent matters in- 
volving his municipal government are 
integrated film clips which graphically 
demonstrate specific points and give 
WGR-TV viewers a firsthand report on 
the workings of their city and its vari- 
ous departments. 

One of the most effective public- 
service series carried by wcax-Tv Bur- 
lington, Vt., is Current Events Quiz, 
presented Friday afternoons from 5 to 
5:30 during the school year and de- 
signed to spark social studies in the 
seventh and eighth grades and, not in- 
cidentally, to keep adult audiences up 
on news developments. Three teams of 
two representatives each compete every 
week for temporary possession of the 
WCAX-TV “trophy,” with finals in the 
competition coming at the end of the 
school term. 

wciA Champaign, IIl., began a four- 
month campaign in the public interest 
in February 1957 to familiarize the 
people of central Illinois and western 






wsM-Tv’s Five O’Clock Hop aids polio pr 


Indiana with the problems of aging 
and the advantages of a good retire- 
ment plan. Four subjects were stressed: 
nursing homes, financing retirement, 
preparing for retirement and keeping 
active during retirement. 

Twelve regularly scheduled pro- 
grams were devoted to these topics, 
plus two special half-hour shows, one 
on a Sunday afternoon and the other 
in Class AA time on a Tuesday night. 
Additionally, a total of 225 spots was 
scheduled in all time periods. 

“Our most successful public-service 
program of 1957 was Press Confer- 
ence,” says Harry M. Brawley, director 
of public affairs at wcus-tv Charles- 
ton, W. Va. “This show was started 
several years ago, and although it is 
not on the air all the time, we do a 
series or two each year, depending 
upon conditions. For instance, we are 
reviving it this spring for a series of 
20 or 30 programs because this is an 
election year. 

“The format of the show is simple— 
a moderator, two or three inquisitors 
and a prominent guest. The program 
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Let Freedom Ring on wBz-Tv. 


has always heen well received, and at 
least part of the story is that we do 
a series of shows while the news is hot 
and then quit. We do not carry it on 
and on with mediocre personalities as 
guests just to keep the program on the 
air all the time.” 

WBBM-TV Chicago points with pride 
to a documentary series called Chicago 
Report which it presented for 13 weeks 
last summer, one half-hour a week. De- 
vised to explore “the problems of a 
changing city,” each program de- 
scribed in detail one challenge facing 
the “new Chicago,” presented largely 
on film, with live guests used occa- 
sionally to reinforce a story. 

The programs were often disturbing, 
sometimes unpleasant. There was no 
attempt to idealize. The series demon- 
strated, factually and dispassionately, 
that even in a city of progress much 
remains to be done. Responsible for 
Chicago Report’s success was a six-man 
unit which worked full time to re- 
search, edit, write and film the series. 

wkRrC-Tv Cincinnati’s most dramatic 
public-service effort was a one-shot 








KTTV covers the arrival of 
the battleship Missouri. 




































safety promotion staged in connection 
with the Labor Day week-end last year 
and in cooperation with the Cincinnati 
Police Department, the Cincinnati Au- 
tomobile Club and the Greater Cincin- 
nati Safety Council. Films were made 
of a parade of wrecked cars which 
wound around and through the city 
for a distance of 43 miles, calling atten- 
tion to the number of accidents and 
casualties resulting from them. 

The footage shot was then used as 
public-service spots throughout WKRC- 
tv's daily schedule and on the station’s 
newscasts for a week preceding the 
long holiday week-end, in an effective 
effort to cut down on the traffic toll 
usually resulting from Labor Day 
travel. 

WLw-T Cincinnati carried a 90-min- 
ute remote telecast of the Solemn High 
Pontifical Mass of Thanksgiving from 
the newly dedicated St. Peter in Chains 
Cathedral in downtown Cincinnati last 
Nov. 10—a public-service offering of 
significance which the station feels was 
its most effectual programming in the 
(Continued on page 80) 
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he clock was edging around to 11 
a Since 9:30 a.m. (that’s 13 
hours) 325 delegates to the Baltimore 
Conference on Public-Service Pro- 
grams had been padding around the 
campus of Johns Hopkins University 
probing, watching and discussing the 
best in extra-curricular program 
activity of the tv year. 

These were men and women of dedi- 
cation by temperament, but some were 
half wishing they could get off the 
humanities hook for a couple of hours 
and wash it all down with the watered 
whiskey of a saloon appropriately 
named the Oasis. 

Instead they were gathered in 


Shriver Hall. The showmanship of the 


- Westinghouse Broadcasting Co., origi- 


nators and hosts of the conference, had 
them hanging in there. 

The lure of the moment was an 
elaborate parody of television by the 
Bil and Cora Baird Puppets. It was a 
refreshing break in a busy and 
thoughtful day (especially the ballad 
of a puppet gunslinger with multi- 
Freudian overtones). 

But the real break came during the 
12th-hour panel that followed. The 
panel was discussing “audience,” and 
if the delegates had taken the word of 
the first speaker, they could have all 
gone home in the morning. 

The speaker in question was Dr. 
Herta Herzog, vice president in charge 
of research at McCann-Erickson, New 
York. Dr. Herzog, a pioneer leader in 
motivation and psychological research, 
sliced the tv audience up as though it 
were a honeydew melon. Each slice of 
the melon, she implied, finds different 
values in shows. For instance, Shake- 
speare can get a high rating, but to 
some “it won’t be Shakespeare, it will 


Practical 

































idealism 
. 


wsc’s Don McGannon speaks. 


just be a soap opera.” 

The implications were that, to Dr. 
Herzog, a viewer is a viewer, and 
there is no such thing as educating 
taste, as enlightenment or esthetic 
values felt but maybe lost in inarticu- 
late communication. 

The delegates did not go home in the 
morning. They stayed for three more 
days. The talks and the demonstrations 
of public-service programming were 
diametrically opposed to the agency 
woman’s thesis. The reports on audi- 
ence reaction, in fact, may have dis- 
proved her contentions. 

Take the hour-long show involving 
a live heart operation presented by 
wTPa Harrisburg. The set was perfect 
for soap opera—a hospital. Even the 
cast might have been handily worked 
into a daytime script. But it’s very 
unlikely that anyone in the prime-time 
audience mistook the show for a 
soaper. 


Wear Describes Show 


WTPA’s general manager, Don Wear, 
described the show during the work- 
shop session on “The Care and Feed- 
ing of Ideas.” 

The Heart Association in Harris- 
burg had been removed from the 
United Fund by edict of New York 
headquarters. The association needed 
$34,000. They had to collect it on top 
of a million-dollar collection just made 
by United Fund in Harrisburg. The 
heart people brought their problem 
to WTPA. 

The collective programming heads 
at WTPA came up with the idea of a 
heart operation presented live. This 
may have brought temporary relief 
to the association. There now were a 
number of problems facing the sta- 





tion: Which hospital? What type of 
operation? What doctor? And what 
about a patient? 

The station encountered professional 
jealousies from the outset. But all of 
the questions were solved with one 
move—to Philadelphia. 

The show was scheduled from 7:30 
to 8:30 p.m. on a Thursday, pre- 
empting network. Equipment could not 
be moved into the operating room 
until 3:30 p.m. on the day of the 
operation. 

A top heart specialist performed the 
operation. Before doing so, he gave a 
chart explanation of what was going 
to be done, and gave it with all the 
aplomb of a time salesman flipping a 
chart. 

The chart sequence, the operation 
and an interview with the patient were 
shown at the conference. Despite the 
jam in getting equipment into the 
operating room and despite the show’s 
having absolutely no rehearsal, it ran 
59 minutes and 20 seconds. The plea 
for the Heart Fund was brief and 
subtle. 

Viewers responded with $68,000, 
twice what the Heart Fund was after. 

During the same workshop, dele- 
gates saw a half-hour documentary 
from the Westinghouse station in Bos- 
ton, WBZ-TV. 

Like a good many other cities, pro- 
gram director Herbert Cahan ex- 
plained, Boston has its “decadent” 
neighborhoods—25 per cent of the 
city. Station men decided to take their 
medium into the slums and expose the 
conditions with the impact of sight 
and sound. 

Research help was obtained from the 
Chamber of Commerce and other civic 


(Continued on page 78) 











Baltimore conference hears how to put salesmanship into public interest 


Dr. Herzog sliced the tv audience like a honeydew melon. 
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com piled record of outstanding 


broadcasting achievement 


r. Frank Stanton, NAB’s 1958 
Keynote Award winner, is still a 

CBS wunderkind at the age of 51. The 
broadcasting executive left the groves 
of academe in 1935 to join the network 
as one of its research staffers. He had 
previously been a member of the psy- 
chology department of Ohio State Uni- 


versity, where he had received his doc- 


torate. CBS at that time was far from 
its present position of eminence in the 
industry. 

NBC was the major radio network, 
and CBS was noted mainly for its news 
and dramatic programs. As the network 
grew in importance and service to the 
country, Dr. Stanton progressed along 
with it. In 1938 he was named director 
of research, and in 1941 he took over 
as director of advertising. 

During the important war years 
when William S. Paley was abroad, 
Dr. Stanton was taking on even more 
executive responsibility. In 1942, after 
the network’s newscasts were giving a 
new national importance to broadcast- 
ing, Dr. Stanton was named vice presi- 
dent, general executive and a member 
of the board of directors of CBS. His 
services were also called on during the 
war to act as consultant to the Office 
of War Information and to the Secre- 
tary of War. 

In 1945 he moved still another notch 
up the CBS executive ladder when he 
was appointed vice president and gen- 


1958 Keynoter 


Frank Stanton has 


eral manager of the network. It was in 
1946, prior to the network’s move into 
tv, that Dr. Stanton was elected presi- 
dent of CBS, Inc. And it is under Dr. 
Stanton’s stewardship that CBS has en- 
joyed its most spectacular growth. 

The late 1940s were a difficult period 
in broadcasting circles. It was at that 
time that tv began a surge that landed 
it smack into the American home as 
the number-one entertainment medium. 
Network radio went into a period of 
decline from which it is only now be- 
ginning to emerge. CBS-TV got a later 
start than NBC-TV, its arch rival, in 
the race for network supremacy. But 
under Dr. Stanton’s perceptive and 
knowledgeable managerial guidance, 
both CBS-TV and CBS Radio are ma- 
jor forces in broadcasting and—if reve- 
nue is the final consideration—the top 
networks. 


Builds from Within 


Dr. Stanton has given CBS, Inc., one 
quality that is noticeably missing else- 
where in the broadcasting industry— 
stability. The company is staffed at the 
top executive level by an unusually high 
percentage of brass whose careers be- 
gan with CBS. 

CBS, Inc., of course, has had its 
share of problems. But it is a tribute to 
Dr. Stanton that these problems have 
been handled with a minimum of diffi- 
culty. In the Washington arena, the 




























broadcasting industry, and CBS along 
with it, has been under concentrated 
attack for the last several years. 

CBS has played a major role in 
blunting that attack. Its chief spokes- 
man, of course, has been Dr. Stanton. 
Those who heard him testify in Wash- 
ington and before the Celler commit- 
tee in New York will agree that he not 
only performed a great service for his 
company, but that the entire industry 
is also in his debt. 

The success of the boyish-looking 
Dr. Stanton is also a triumph for much- 
abused eggheadism. As his educational 
background and interests indicate, he is 
an intellectual, in the best sense of that 
word, with psychology the main area 
of his concentration. Currently he is a 
fellow of the American Psychological 
Association as well as the American 
Association for the Advancement of 
Science. He is also the author, along 
with Dr. Paul F. Lazarsfeld, of numer- 
ous papers on broadcasting research, 
the last being Communications Re- 
search, 1948-49. He was co-developer 
of the Lazarsfeld-Stanton Program 
Analyzer and was first to develop and 
use an automatic recording device 
placed in home radio sets to provide 
accurate listening measurement. 

Dr. Stanton is also a member of the 
board of directors of the Advertising 
Council and of the American Manage- 
ment Association. 














Achievement in Service 


gain in 1957 the commercial television stations of the country have set a new high 
A mark in public service. 

Value of time and talent devoted to programs and announcements telecast reached $217 
million. A year ago the total was $189 million, and in 1955 it was $133 million. 

Impressive as these figures are, there was an even more important gain registered in 
1957, and that was in the quality of the public-service programming and in the results it 
was able to achieve. 

More and more programs offered in the interest of the people have achieved good rat- 
ings—not so much because they were educational, or carried a message, but because they 
were interesting and entertaining. 

That is the true test of public-service telecasts, just as it is the test of every other pro- 
gram that is put on the air. 

It is achieved only by careful planning and preparation, by intelligent and skilled ap- 
proach to a television problem. 

A few years ago, many stations felt they had a good public-service record if once or 
twice a week they called in a panel of “experts,” drafted the services of a staff announcer 
and with little or no preparation killed 30 minutes of Class C time bandying a non-con- 
troversial subject like: “Should children go to Sunday School?” or possibly, “What are 
the benefits of bird watching?” 

There were almost no complaints about these programs—probably because so few peo- 
ple bothered to watch them. 

Today it is different. Many stations employ full-time specialists in community-interest 
programs or, where small budgets make this impossible, assign some of their most tal- 
ented idea men to working out programs of real benefit to the community. Television 
editorials are a feature of a growing number of program schedules. 

Stations are justly proud of campaigns which have resulted in civic improvements, new 
libraries, better government, safer driving. Others have been largely responsible for the 
success of drives to raise money for hospitals, community funds and literally hundreds of 
similar undertakings. 

Many spot announcements are carried in prime Class A and AA time periods. Programs 
are placed to insure a maximum exposure. Often stations pre-empt valuable time slots from 
regular advertisers. 

This care in preparation is paying off. Audiences are larger. Interest in projects is in- 
creased. And the full persuasive force of television is brought to bear to get results. 

This is true public service. It is the selfless attempt to serve in the best interests of all. 

It is achievement that cannot be measured in any terms but those of the public good. 


The commercial television industry can be proud that it is making real strides toward that 


goal. 


The Editors 
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man tiptoes into an empty hotel 
lobby. He looks around for the 
clerk but can’t find him. He waits 10 
minutes. No one appears. Finally a 
clerk comes out of a corner. He asks 
him what room the National Associa- 
tion of Broadcasters is using for its 
convention. 

“NAB, NAB, let me see .. .” The 
clerk can’t remember. He summons 
members of the staff from their cubby- 
holes and questions them. No one re- 
members where the NAB convention is 
being held. Finally the little old lady 
who works at the switchboard pipes 
up, “I think they may be in the Twi- 
light Room in the old Annex.” 

If this picture of an NAB conven- 
tion seems distorted, it is—but it indi- 
cates loosely what is now in the works 
for future industry meets. Gone will 
be the numerous hospitality suites of 
station representatives, gone will be 
Film Row and its splashy attractions, 
and gone will be many of the broad- 
cast-equipment manufacturers. If the 
plans of the NAB board of directors 
are fulfilled, about 1,000 hard-working 
top broadcasting executives will check 
in and spend their time pondering 
industry problems, with hardly time 
for lunch. 

This is the will of the NAB board, 
and the betting is that its member 
stations will unqualifiedly give it a 
vote of confidence. A referendum has 
already been taken, though the vote 
has not been announced. The referen- 
dum is in the form of a proposal to 
amend the by-laws of the NAB consti- 
tution to allow the following article 
to be inserted: “Associate Members. 
An associate member shall have such 
rights and privileges as may be pre- 
scribed from time to time by the 
board of directors.” 

What do the associate members 
think of the decision to prohibit them 
from attending the spring convention? 
Are they interested in attending re- 
gional conventions in eight cities in 
the fall of 1958 as has been suggested? 

First it should be made clear that 
most associate members resent the ac- 
tion. They say that “our nose isn’t out 
of joint” at the action, but in the same 
breath they claim that they intend to 
withdraw from associate membership 
at the end of this year. 

What does the spring convention 





mean to them? What do they accom- 
plish at the convention? H. Weller 
(Jake) Keever of California National 
Productions sees the convention as 
“valuable to us and station managers 
because it allows the exchange of indus- 
try ideas.” George Shupert of ABC film 
Syndication remarked that the conven- 
tion “allowed them to contact their cus- 
tomers and made for good public re- 
lations.” Leslie Harris, head of CBS- 
TV Film Sales, believes that the “con- 
vention helps you meet station execu- 
tives in a friendly, social way.” F. E. 
Spencer Jr. of the George P. Holling- 
bery Co. points out his firm must go 
“to the convention to service their sta- 
We don’t get $100 worth of 
Lewis Avery of Avery- 


Knodel feels that the convention gives 


tions. 
4 ” 
business. 


him a “chance to sit down with stations 
they presently represent, and see sta- 
tions they ordinarily wouldn’t visit.” 


Hard Sell Meeting? 

Is the convention used for a hard 
sell? Only the 
broadcasting equipment use it in this 
manner. RCA has taken orders for as 
much as a $1 million in equipment at 
some conventions. It is also reported 
that Ampex collected about $22 mil- 
lion worth of orders at the 1956 con- 
vention. When a manufacturer has 
new equipment to introduce, the con- 
vention is a major selling opportunity. 
Irving Kahn, head of TelePrompTer, 
credits an NAB convention for “put- 
ting his firm in business.” 

In the tv film business, it is pri- 


manufacturers of 


marily the feature-film firms that do 
any volume of business at the conven- 
tions. At one time, about five years 
ago, syndicators did sell, but that time 
has passed. A large amount of busi- 
ness was written by MGM-TV with its 
feature-film library last year, which 
also served to introduce this new firm 
to stations. And it is expected that 
MCA-TV will do some selling at the 
present convention, mainly because 
stations will try to buy its newly pur- 
chased Paramount Pictures library. 
At one time too, syndicators waited 
for the NAB convention to introduce 
their new series. This practice is no 
longer employed at conventions. Many 
syndicators, of course, hold their prop- 
erties out of circulation for network 
deals. Syndicators, however, are agreed 
that one of the values of the conven- 





tion is fast exposure. They learn very 
quickly whether their new shows have 
merit. 

Station representatives generally be- 
lieve that attendance at the convention 
is in the nature of a service to their 
stations. It is the one time of the year 
when all can sit down together and 
discuss problems. They resent the 
action of the NAB because, on one 
hand, they feel they have been told 
they are not wanted at future conven- 
tions, but, on the other, they feel their 
stations want them to attend, hardly a 
comfortable position in which to be. 

What will the new-style convention 
mean to manufacturers of broadcast 
equipment? These firms generally de- 
sire as much traffic as possible at their 
exhibits. General Precision, for exam- 
ple, is cutting down on its exhibit this 
year. The reason—the west-coast loca- 
tion of the convention. It expects at- 
tendance to be lower, and for that 
reason is exhibiting only in a suite, 
though it has an improved tv camera 
to sell. 

RCA finds the convention its one 
It will 
naturally continue to exhibit, though 


big trade show of the year. 


the size of the exhibit will depend on 
the attendance. Philco is not exhibit- 
ing this year because its budget has 
been cut. It is also going in another 
electronic direction, and marketing a 
computer. The American Telephone & 
Telegraph Co. is not exhibiting this 
year because it is selling mainly serv- 
ices and has found them hard to dem- 
onstrate. 

But General Precision is opposed to 
the kind of convention toward which 
the NAB is moving. “A convention 
where industry executives sit around 
and plan high-level industry moves is 
not very productive of revenue,” one 
company spokesman said. And this 
attitude is more or less typical of the 
entire field. 
film syndicators and reps, broadcast 


In contradistinction to 


equipment firms do not consider them- 
selves part of broadcasting. They do 
not enjoy the same day-to-day rela- 
tionships with broadcasters. 

What compelled the NAB board to 
decide on major changes in its future 
convention set-up? The action was 
taken at the Phoenix meeting in mid- 
January. The board decided that a 

(Continued on page 96) 
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Promotion winners 





TV Promotion Competition Winners 





MARKETS OF 1-2 
STATIONS 


MARKETS OF 3 OR MORE 
STATIONS 





Network Program Promotion 
1. waFrB-Tv Baton Rouge 
2. KcBp-Tv Lubbock, Tex. 


3. wLw-D Dayton 


Syndicated Film Promotion 
1. KTTs-Tv Springfield, Mo 
2. wREXx-TV Rockford, III. 


3. KSLA-TV Shreveport 


Feature Film Promotion 
1. wREx-TV Rockford, Ill. 
2. waFB-TV Baton Rouge 


3. KTBS-TV Shreveport 


Local Program Promotion 
1. KELO-TV Sioux Falls, S.D. 
2. KFDx-Tv Wichita Falls, Tex. 
3. WAFB-TV Baton Rouge 
3. 


WAVE-TV Louisville 


General Audience Promotion 
1. KDKa-Tv Pittsburgh 

2. wFcGa-TV Jacksonville 

3. woop-tv Grand Rapids 
3. 


wAFB-TV Baton Rouge 


Sales Promotion 
1. WHEN-TV Syracuse 
2. wFGA-TV Jacksonville 


3. wFMy-Tv Greensboro, N.C. 





Network Program Promotion 
1. wFAA-TV Dallas 

2. KTRK-TV Houston 

3. KBTV Denver 


Syndicated Film Promotion 
1. Kyw-Tv Cleveland 

2. wcau-Tv Philadelphia 

3. wrca-TV New York 


Feature Film Promotion 
1. KTLA Los Angeles 
2. kyw-Tv Cleveland 
3. wor-TV New York 


Local Program Promotion 
1. KBTV Denver 

2. wcco-Tv Minneapolis 

3. KYW-TV Cleveland 


General Audience Promotion 
1. Kyw-Tv Cleveland 

2. wNBQ Chicago 

3. KOOL-TV Phoenix 


Sales Promotion 

1. wor-tv New York 

2. wcau-TV Philadelphia 
3. WNBQ Chicago 








Tv Film Distributors 
1. CBS Television Film Sales 
2. Screen Gems 

3. ABC Fiim Syndication 
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20th annual competition 


continuous and exciting barrage 
A of stimulating promotion hit the 
nation in shock wave after shock wave 
last year, judging from the entries in 
The Billboards 20th Annual Promo- 
tion Competition Awards, which are 
being jointly underwritten this year 
by TELEVISION AGE. Stations in both 
radio and tv were equally active, with 
little to chose from between the media 
as a whole. The majority of the en- 
tries, needless to say, won the com- 
plete respect of all who saw them. 

In the area of network program 
promotion, ABC-TV stations generally 
outdid themselves, with Maverick the 
subject of their major concentration. 
The program’s success this season can 
certainly in no small measure be at- 
tributed to the strong promotion back- 
ing it received from the network’s 
affiliates. 

The winner in network program 
promotion in the large markets was 
WFAA-TV Dallas. This station’s “Mav- 
erick Calf Scramble” became the fea- 
ture attraction of the State Fair of 
Texas. The “Maverick Calf Scramble” 
also became the subject of state-wide 
publicity, attracted 1,500 boys, rated 
a special 30-minute telecast and made 
the entire locality conscious of the 
program. 

The third-place winner, KTRK-TV 
Houston, used a letter-writing contest 
as the main facet of its Maverick 
promotion. Youngsters were told to 
give reasons why they would like to 
be a little maverick. The winner, Rudy 
Rozell, wrote: “I am eight and in the 
second grade. I’d like to be a little 
maverick because just once I would 
like to be in something but trouble.” 

KBTV Denver, the second-place 
award-getter, focused its promotion on 
the regional network it created for 
football in that area. For six days 
preceding the season’s opener, sports 











started by The Billboard, 


fans in Denver were hit with every- 
thing that the station could devise. 
WAFB-TV 
Baton Rouge won for its network 
promotion of CBS-TV’s The Million- 
aire. A tie-up with a beautiful motel 
resulted in a “Millionaire Week-end” 
letter-writing contest which lent itself 
to drumbeating on the station’s pro- 
grams. Other tie-ups were made with 
which also 
“Millionaire” 


In the smaller markets, 


six different businesses 
wanted to ride the 
theme. 

KCBD-TV Lubbock, Tex., the second- 
place winner, distinguished itself for its 
special 15-minute interview show with 
district attorneys. The third-place win- 
ner, WLW-D Dayton, came up with a 
whopper of an idea, the block promo- 
tion of shows by category. It then 
hired actor John Barry to play a cow- 
boy and to block-promote all its west- 
erns. Costumed western-style, he rode 
around town on a horse and visited 
important people and organizations. 
The station promoted its music shows 
in the same way with a slogan, “When 
You Want Music, It’s Channel Two,” 
aiming it at record shops and teen- 
agers. 

The winners for general audience 
promotion in both large and small 
markets are Westinghouse stations— 
Kyw-tv Cleveland and KpKa-TV Pitts- 
burgh, which, though it is a large 
market, has but two stations. Both sta- 
tions went in for comprehensive razzle- 
dazzle promotions. KYW-TV continued 
its clever “Summer Special” theme 
which gives promotion a massive push 
when it is most needed. This promo- 
tion includes parades, spots, jingles, 


programs, a mystery exploitation girl 
and a “Day” at Chippewa Park. KpKa- 
TV, out to sustain the station’s leader- 
ship in Pittsburgh, used “promotion 
with built-in commotion.” Its major 
effort, however, was a mammoth picnic 





is co-sponsored by Television Age 


for which it imported numerous net- 
work stars. 

In the large markets, both the sec- 
ond- and third-place winners, WNBQ 
Chicago and KOOL-TV Phoenix, con- 
centrated on continuously drumbeating 
their messages through normal promo- 
tion channels. wrcGa-Tv Jacksonville, 
the second-place winner in the small 
markets, broke through the noise bar- 
rier impressively and made a major 
impression on the city in which it was 
new. Promotion director Bill Walker 
created a station symbol, “Jaxie,” a 
porpoise which then took off on a jet- 
propelled promotion ride along all 
attention-getting roads. woop-Tv Grand 
Rapids and warFs-Tv Baton Rouge, 
which tied for third, both had credit- 
able entries. The former station built 
its promotion around its traditional 
antique-auto tour which creates more 
than usual interest in Michigan and 
which is also sponsored, both on radio 
and tv. WAFB-TV used a telethon to sell 
a good cause and sell the station, thus 
killing two birds with one program. 

In sales promotion, the top winner 
in large markets was wor-tv New 
York. This station used its Politz study 
of viewer response to features as the 
focal point of a comprehensive sales 
campaign. A series of 30 slides was 
made, luncheons were held in New 
York and Chicago and a pictorial 
booklet was published for distribution 
to agencies and clients. The winner of 
WCAU-TV 
Philadelphia, offered numerous entries 


the second-place award, 
which bore the hallmark of thought- 
ful and provocative premotion. WCAU- 
TV featured a series of national, local 
and regional sales meetings, and also 
conducted a day-long outing for New 
York 
WNBQ, 
pended upon sound, solid bread-and- 
butter sales-promotion devices. 


agency personnel. Chicago’s 


the third-place winner, de- 





Among the smaller stations, WHEN- 
tv Syracuse sales-promoted itself into 
first position. Its novel idea was a 
“Meet Your Food Broker” series which 
was programmed on the station’s 
cooking show, Kay's Kitchen. Not only 
did it give some of the stage-struck 
food brokers a chance to be seen, but 
their products were also used in Kay’s 
dishes, as well as displayed. WFGA-TV 
Jacksonville, again a second-place win- 
ner, kept the sales-promotion material 
flying throughout the year with on-the- 
air plugs, newspaper and trade-paper 
advertising, car cards, bus cards, mer- 
chandising letters, displays, etc. wFMY- 
tv Greenboro, N.C., sent out a gim- 
mick mailing piece, a cake for Puffin 
Biscuits, to get recognition for the 
product in the grocery trade. 

Syndicated promotion continues to 
spread its wings. Again a winner, 
Kyw-Tv Cleveland topped the large 
markets with its all-out entry for the 
Popeye cartoon series. Two live sym- 
bols, Popeye and Barnaby, both actors, 
became the chief attraction of this 
promotion and were used in numerous 
diverse and telling stunts. WCAU-TV’s 
promotion of The Gray Ghost centered 
around the Civil War, the period of 
the series. A letter-writing contest with 
a week-end at Gettysburg as the prize, 
the display of the Baltimore & Ohio's 
Gray Ghost special, the use of Con- 
federate bills and a host of other gim- 
micks distinguished this entry. Third 
place was taken by wrca-tv New York, 
which has scored heavily with The 
Honeymooners, the entertainment con- 
tent of the series well-promoted by the 
station. 

Syndicated promotion in the smaller 
markets was perhaps even a shade 
better than in the larger. KTTS-TV 
Springfield, Mo., the first-place win- 
ner, did tricks with Uncommon Valor 


(Continued on page 110) 
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SYNDICATION OUTLOOK 


There are more signs that 1958-59 
will be the best year for syndicated 
film. The NBC-TV network is reported 
ready to return its 5-5:30 strip, now 
occupied by Comedy Time, to its affili- 
ates for local programming. And the 
ABC-TV network is said to be clearing 
the John Daly quarter-hour news strip, 
generally programmed at 7:15-7:30, 
out of its time. This will enable ABC- 
TV affiliates to program syndicated 
product in the 7-7:30 strip. 


FILMS AS SPOT CARRIERS 


With national advertisers swinging 
heavily to spot to keep their broadcast- 
ing campaigns flexible, stations are 
beginning to convert their half-hour 
syndicated programs into spot carriers 
to take advantage of the burgeoning 
trend. The fact, of course, is that sta- 
tions have had their problems finding 
co-sponsors for many of their half-hour 
syndicated series. 

The new pattern is to find four par- 
ticipating sponsors for a_ half-hour 
series. Each gets an opening and closing 


billboard once every four weeks. But 
the station, because it charges less, can 
more readily find four participation 
sponsors than two co-sponsors. WFIL-TV 
Philadelphia is said to be starting this 
participation pattern in its 10:30-11 
strip. And wer-Tv Buffalo also is be- 
ginning to work with this pattern. Other 
stations are eyeing the selling tech- 
nique as the answer to one of the major 
problems. 


PROGRAMS .. . 


There have been more late develop- 
ments in half-hour programs being 
offered for syndication. 

MCA-TV is said to be readying Spe- 
cial Agent Seven, a new mystery show 
starring Lloyd Nolan. Thirteen half- 
hours in the series are said to have 
been shot. 

Gross-Krasne will probably syndicate 
Carribean Adventure, the new John 
Howard vehicle which is being shot on 
location among the British Common- 
wealth islands. Brewster Morgan and 
Gene Solow are producing. MCA-TV 
was to have had the property. 

George Bagnall will syndicate Global 





FILM SUCCESS 


A’ Oakley is a perennial sales 
vehicle for the Continental Bak- 
ing Co. The western series has just 
been renewed for the third year in 80 
markets, which makes it currently the 
longest-running nationally spot-spon- 
sored show in syndication. 

What is Continental Baking’s reason 
for renewal? Lee Mack Marshall, the 
account executive on Continental at 
the Ted Bates agency, says: “It is my 
belief that an advertiser can increase 
the effectiveness of his program by 60 
to 70 per cent if he uses a strong 
Annie 
Oakley we have a show which lends 
itself: very easily to merchandising. 
Gail Davis in the title role is a whole- 
some appealing personality. Her de- 
livery of commercials is sincere, and 
her personal appearances tie in nicely 
with promotion work being done by 


merchandising campaign. In 
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“Annie Oakley,” played by Gail Davis, 
upholding the law in the “Annie Oak- 


9? > 
ley” series. 


our local advertising. With the above 
factors, and the rating history of the 
show which has continued high, Con- 
tinental Baking was quite anxious to 

renew for the third year.” 
The show began its career on Jan. 
(Continued on page 57) 


Film Report 


Zobel, the documentary series which 
features the adventurer-lecturer. 

KTTV Los Angeles is showing Parole, 
a new half-hour documentary, around. 

CBS-TV Film Sales is going to sell 
hard at the National Association of 
Broadcasters convention in Los Angeles. 
The syndication firm is selling four 
different shows. They are Mr. Adams 


Howard Duff and Ida Lupino star in 
Mr. Adams & Eve series. 


and Eve, of which there are 39 half- 
hours available; You Are There, the 
award-winning documentary, and the 
Eve Arden Show, which contains 26 
half-hours. Also to be made available 
are Vignettes, a new series of educa- 
tional family films which has been pro- 
duced by Mitchell Hamilburg. 

Junior Auction, a new live syndi- 
cated program, is now being telecast 
in 18 states and two Canadian prov- 
inces. The 
saving product labels to bid for prizes 
in local studios. Packaged by Mike 
Fadell Television Productions, the 30- 
minute show comes complete with 


format has youngsters 


prizes, sets, shooting scripts and mer- 
chandising aids. 

Top Ten Dance Party has added 
wrFca-Tv Jacksonville, wyBF Augusta 
and wsLs-Tv Roanoke, Va., to its line- 
up of stations. The program is now on 
15 stations, mainly in the east. 


‘TARZAN’ FOR TV 


Tarzan is coming to tv. Sy Weintraub 
has just acquired the rights to 45 mo- 
tion pictures, including 14 Tarzan fea- 
tures, from Sol Lesser. Also included 
in the deal are the rights to a Tarzan 

(Continued on page 55) 
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cap. 
LAUNCHES 
‘JUPITER’ 


This Jupiter is a group of 52 top-quality 
feature films. Every film in this new pack- 
age has been hand-picked to deliver pro- 
gramming of the highest calibre. Instead 
of one or two big-name attractions, 
all 52 of the Jupiter features have 

been assembled to bring you top 





share-of-audience figures, feature 
after feature... week after week. 
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... including “Oscar’’-winning 

















‘Casablanca’ and ‘Key Largo’ 


and 8 Academy Award Nominees 


LOOK FOR THE SILVER LINING Ray Bolgy 
CAPTAIN BLOOD Errol Flynn 

POSSESSED Joan Crawford 

ANGELS WITH DIRTY FACES James Cagnay 
KEY LARGO Humphrey Bogart, Lauren Bacall 
MR. SKEFFINGTON Bette Davis, Claude Raing 
JANIE Robert Benchley 

CASABLANCA Bogart, Bergman 
DESTINATION TOKYO Cary Grant 

ESCAPE IN THE DESERT Alan Hale 
FOUR’S A CROWD Rosalind Russell 

G-MEN James Cagney 

THE GREAT MR. NOBODY Eddie Albert 
INVISIBLE STRIPES Humphrey Bogart 
JUNE BRIDE Bette Davis 

DODGE CITY Errol Flynn, Ann Sheridan 
STALLION ROAD Zachary Scott 

THE TWO MRS. CARROLLS Bogart, Stanwyd 
TIGER SHARK Edward G. Robinson 

THE UNSUSPECTED Claude Rains 
DAUGHTERS COURAGEOUS John Garfield 
TWO GUYS FROM MILWAUKEE Jack Carsm 
TOO YOUNG TO KNOW joan Leslie 

THIS WAS PARIS Ann Dvorak 

STRANGE ALIBI Arthur Kennedy 
SINGAPORE WOMAN Virginia Field 


AN ANGEL FROM TEXAS Jane Wyman 


CASTLE ON THE HUDSON Burgess Meredith 
OIL FOR THE LAMPS OF CHINA Pat 0'Bia 
NIGHT UNTO NIGHT Ronald Reagan 
VALLEY OF THE GIANTS Wayne Morris 
THE WALKING DEAD Boris Karloff 

WE ARE NOT ALONE Pau! Muni 

WOMEN IN THE WIND Kay Francis 
MELODY FOR TWO Marie Wilson 

MAN WHO TALKED TOO MUCH George Be 
LOVE, HONOR AND BEHAVE Thomas Mitchel 
THE LADY TAKES A SAILOR Eve Arden 

IN CALIENTE Pat O’Brien 

1 FOUND STELLA PARRISH Kay Francis 
HELL’S KITCHEN “Dead End Kids” 

HEARTS DIVIDED Dick Powell 

FOOTLIGHT PARADE James Cagney 
EMBRACEABLE YOU Dane Clark 

EDGE OF DARKNESS Ann Sheridan 
BUSSES ROAR Eleanor Parker 

THE BIG SHOT Humphrey Bogart 

BABBITT Guy Kibbee 

ALIBI IKE Joe E. Brown 

GAMBLING ON THE HIGH SEAS Jane Wm 
THE MYSTERIOUS DOCTOR Eleanor Parket 
TORCHY RUNS FOR MAYOR Barton Maclalt 
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LOOK FOR THE SILVER LINING 
June Haver, Gordon MacRae 


Academy Award Nomination 


POSSESSED 
Joan Crawford, Van Heflin, Raymond Massey 











Academy Award Nomination 


RCE RL 



















CAPTAIN BLOOD ¥ 
Errol Flynn, Olivia De Havilland 
2 Academy Award Nominations 


arson 
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ANGELS WITH DIRTY FACES 
Cagney, O’Brien, Bogart, Ann Sheridan 
3 Academy Award Nominations 
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DESTINATION TOKYO 
Cary Grant, John Garfield, Dane Clark 
Academy Award Nomination 





KEY LARGO 


Bogart, Bacall, Robinson 
“Oscar” Winner 


) 


se. 


e& 





| MR. SKEFFINGTON CASABLANCA 
SE Bette Davis, Claude Rains Bogart, Bergman, Henreid, Rains 
ey 2 Academy Award Nominations 3 “Oscars”... 5 Academy Award Nominations 





‘JANIE 
Joyce Reynolds, Edward Arnold, Robert Benchley 
Academy Award Nomination 



















MORE HITS FROM C1.c1.P.’s 
NEW JUPITER’ GROUP - 





INVISIBLE STRIPES 
Humphrey Bogart, William Holden, George 


ARB Share-of-Audience: Boston 60% 






STALLION ROAD 
Ronaid Regan, Alexis Smith, Zachary Scott 
ARB Share-of-Audience: Huntington, W. Va. 67% 


DODGE CITY 
Errol Flynn, Olivia de Havilland, Ann Sheridan 
ARB Share-of-Audience: Salt Lake City 76% 


ESCAPE IN THE DESERT 
Helmut Dantine, Philip Dorn, Alan Hale 
ARB Share-of-Audience: Boston 50% 










ore BRIDE FOUR’S A CROWD 
Bette Davis, Robert Montgomery Errol Flynn, Olivia de Havilland, Rosalind Russell 
ARB Share-of-Audience: Chicago 50% ARB Share-of-Audience: Miami 78% 





THE GREAT MR. NOBODY 
Eddie Albert, Joan Leslie, Alan Hale 
ARB Share-of-Audience: Miami 75% 
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la ; Prices for individual pictures on request. 
G-MEN a 


James Cagney, Lloyd Nolan, Margaret Lindsay ee 
ARB Share-of-Audience: Boston 50% Humphrey Bogit. Berbers Stary 
ARB Share-of-Audience: Sacramento 75% s ® 


Distributors for Associated Artists 

345 Madison Ave., Murray Hill 6-2323 

75 East Wacker Drive, Dearborn 2-2030 
1511 Bryan Street, Riverside 7-8553 

9110 Sunsat Boulevard, Crestview 6-5886 LOS ANGELES 
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Film (Continued from page 50) 


pilot film which features Gordon Scott, 
the present Tarzan in the feature role, 
the tv rights to Our Town, and Lesser’s 
interest in a proposed motion picture 
and tv series based on C. S. Forester’s 
Captain Horatio Hornblower stories. 
Mr. Weintraub becomes president az? 
chief executive officer of Sol Lesser 
Productions, with Mr. Lesser as chair- 
man of the board. 

Syndication selling continues brisk. 
Flaminge Telefilms moved its Citizen 
Soldier into two dozen markets in about 
two weeks of selling. The new half-hour 
series was sold in Los Angeles, San 
Diego, Seattle, Spokane, Salt Lake City, 
Phoenix, Tucson, El Paso, Boston, Bal- 
timore, Washington, Milwaukee and 
Miami. The syndicator is holding open 
sales rights in certain major cities in 
the hope of getting a regional deal. 

Screen Gems has received a new 
spurt of west-coast sales activity for its 
Western Ranch Party. The Porter- 
Scarpelli Macaroni Co. and Pacific 
Trailways will co-sponsor the show in 
Seattle. Portland, Ore., and Eugene, 
Ore. The former company has bought 
full sponsorship of the hillbilly series 
in Eureka, Cal., and Medford and 
Klamath Falls, Ore. The latter firm has 
bought full sponsorship in Boise and 
Twins Falls, Idaho. The show has also 
been sold in such far-western markets 
as Salt Lake City, Fresno, San Jose and 


Bakersfield, Cal. 


Union Pacific roared through March 
with a total of 94 sales. The California 
National Productions series racked up 
a number of small regionals which in- 
clude Consumer Co-op Association, a 
supermarket chain, for KvTV Sioux 
City, KELO-Tv Sioux Falls, KCKT-TV 
Great Bend, Kan. and KHOL-TV 
Kearney, Neb. Lee Optical bought it 
for six Texas markets. They are Lub- 
bock, Sweetwater, Big Springs, Ama- 
rillo, Wichita Falls and Odessa. The 
show has also been bought in such 
cities as Miami, Detroit, Boston, Pitts- 
burgh, Seattle, Hartford, Atlanta, New 
Orleans and Cleveland. 

R. J. Reynolds purchased two other 
California National Productions prop- 
erties, Boots and Saddles, in four mar- 


(Continued on page 56) 


oirectoryor SELLING 
COMMERCIALS 


Alcoa © Fuller & Smith & Ross Columbia Records ¢ McCann-Erickson 


¢ 


as 


VAN PRAAG PRODUCTIONS, New York ACADEMY PICTURES, INC., New York 


Argus Cameras » Young & Rubicam Derby Gasoline » McCormick-Armstrong 


et 


WONDSEL, CARLISLE & DUNPHY, INC., New York 


Cascade « C. J. La Roche 


VIDICAM PICTURES CORP., New York CARAVEL FILMS, INC., New York 


Centlivre Brewing Corp. » Grant Advertising Lever Bros., Praise © Cockfield, Brown & Co. 


eo 


SARRA, INC., New York 


om Fs va 


COUSENS, BLAIR PRODUCTIONS, INC., New York 
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Directoryor SELLING 
COMMERCIALS 


Mennen’s Skin Bracer « McCann-Erickson Pontiac « MacManus, John & Adams 


me 


SOUND MASTERS, INC., New York 


Newport Cigarettes ¢ Lennen & Newell 


SARRA, INC., New York WILDING PICTURE PRODUCTIONS, INC., Chicage 
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Film (Continued from page 55) 


kets, and Silent Service, in one market. 
The sponsor will be Camels. The mar- 
kets are San Francisco, Memphis, Tulsa, 
Greenville and Birmingham for Silent 
Service. 

Olympia Brewing which already has 
purchased Ziv’s Target in 35 western 
markets added another six markets. 
They are Klamath Falls, Ore., Juneau, 
Alaska, Kalispell, Mont., Yakima and 
Bellingham, Wash., and Honolulu. 

Four more stations have bought the 
Vanguard group of features from Asso- 
ciated Artists. They are KRop-TV El 
Paso, WtVM Columbus, Ga., WKOW-TV 
Madison, Wis., and wwtv Cadillac, 
Mich. wTvM also acquired AAP’s Pop- 
eye cartoons, which were also sold to 
Kvip Redding and KHUM Eureka, Cal., 
as well as KTRK Houston. 

ABC Film Syndication has formed a 
new division to sell library programs. 
Proven Programs will sell reruns of 
ABC Film Syndication properties. It 
will have 501 half-hours available, plus 
36 features. They include 39 Code 
Three, 98 Racket Squad, 26 Sheena, 
Queen of the Jungle, 26 The Playhouse, 
52 Herald Playhouse, 52 Passport To 
Danger, 39 Douglas Fairbanks, Jr. Pre- 
sents, 117 Three Musketeers, 26 Kieran’s 
Kaleidoscope, }04 quarter-hours, plus 
Anniversary Package and Galaxy 20. 


RENEWALS... 


ABC Film Syndication has definitely 
decided to go ahead with a second 
season’s production of 26 Men. The 
western show is now playing in 170 
markets, and it estimated that 80 to 
85 per cent of them will renew. Among 
its regional sponsors are Hood Dairies 
for New England, and Standard Oil 
of Texas for nine cities of Texas and 
New Mexico. 

Two network film series have been 
renewed for the fourth season. They 
are Tales of the Texas Rangers, by 
Tootsie Rolls, and Fury, by General 
Foods. 


FEATURES... 

RKO-Television is now offering a 
new package of 18 post-’48 features. 
Among the titles are Clash by Night, 
Barbara Stanwyck and Paul Douglas, 
Payment on Demand, Bette Davis, 
Androcles and the Lion, Victor Mature, 








Without Reservations, Claudette Col- 
bert, Blue Veil, Jane Wyman, Bride 
For Sale, Robert Young, Never Wave 
At a Wac, Rosalind Russell, Rancho 
Notorious, Marlene Dietrich, and Sea 
Devils, Rock Hudson. 

Flamingo Telefilms has also come 
up with two prize-winning foreign 
films. They are Rififi and Mr. Hulot’s 


Holiday. Flamingo is also close to 





Success (Continued from page 50) 


1, 1954. Its first sponsor was Canada 
Dry beverages, but it has since been 
sponsored also by TV Time Popcorn, 
General Foods’ Kool-Shake, Carnation 
Milk and Bosco, the milk-drink prod- 
uct produced by Corn Products Refin- 
ing. There are 81 half-hours produced, 
and another 13 are to go into produc- 
tion shortly for next season’s series. 
Because there are so many half-hours 
already produced, there is a _ long 
period of time between each rerun. 
The show also offers unique mer- 
chandising opportunities which Con- 
rides hard. Miss Davis, the 
star of the series, takes part in the 
Gene Autry 
constant visits to supermarkets which 


tinental 


rodeo tour, and makes 
use Continental Baking products. The 


benefits from products 


which use the “Annie Oakley” label, 


show also 
such as “Annie Oakley” comic books 
and a line of girls’ western togs. CBS 
makes Miss Davis available for com- 
mercials, too. 

Annie Oakley was created by CBS- 
TV Film Sales when it made a number 
of Schwerin tests and found that young 
ladies wanted a western image with 
which they could identify. The pro- 
gram is viewed by a large percentage 
of adults. An American Research Bu- 
reau audience-composition study made 
in January in 33 markets shows that 
while 53.3 per cent of the viewers are 
children under 17, 22.9 are men and 
23.8 women. 

The show will be half-sponsored by 
Continental, but local stations in 56 
markets have already ordered the pro- 
gram and are fully prepared to sell it 
locally, if another major spot sponsor 
does not appear. A special Nielsen 
study made for Continental Baking 
during the week of Feb. 16 gave it an 
average audience rating of 20.9. Its 
total audience rating was 27.1. 


getting rights to two others, Wages of 
Fear and Diabolique, both directed by 
Clouzot. 


ROGERS IN SYNDICATION 

Roy Rogers is going into syndication. 
The cowboy personality has formed 
Empire Productions, Inc., to syndicate 
his 100 half-hour films. Heading up the 
firm will be Edward L. (Ned) Koenig, 
Jr., who resigned as vice president in 
charge of sales for Hal Roach Studios 
to become president of the company. 
Other principal officers are W. Arthur 
Rush, chairman of the board, and Mr. 
Rogers. 





Principal officers of Empire Produc- 
tions Inc. are (l. to r.) Edward Koenig 


Jr., W. Arthur Rush, and Roy Rogers. 


PROFIT PARTICIPATION 

National Telefilm Associates is of- 
fering stations which join its film net- 
work a chance to participate in profits. 
NTA film network stations must first 
make a 10-per-cent down payment to 
acquire the rights to the three half- 
hour series which are to be telecast on 
The Big Night. The 10 per cent is of 
the base program cost in each market, 
a base figure set according to film 
prices in each of these markets. 

In return for advancing this 10 per 
cent, NTA film network stations will 
be entitled to participate in profits. 
The amount of the profits will be in 
proportion to the size of the market the 
station represents, but in no case will 
the total profits of all the stations be 
more than 25 per cent. NTA will have 
the right to sell its series to national 
sponsors until July 15. 

If such a sale is consummated, sta- 
tions get 40. per cent of their time 
rate, and NTA 60 per cent. They will 
also continue to participate in pro- 
gram profits along the lines already 
set forth. If, however, no network sale 


is made, the stations can take the prop- 
erties and sell them locally, with NTA 
backing them for a regional sale. 
The NTA film network expects to 
wrap up 17 major markets accounting 
for 46 per cent coverage of the country. 
These will be markets which have four 
stations or more. NTA’s Big Night is 
expected to be Fridays this fall, when 
the three half-hour shows, How To 
Marry A Millionaire, Man Without A 
Gun and This Is Alice, will be backed 


up by a new series of 20th Century- 


Fox features. NTA, _ incidentally, 
wrapped up Carter Products as its 
first participation sponsor in_ its 


“Double Impact” plan. 


RUSSIAN TV EXCHANGE 
Substantial progress has been made 
towards the exchange of tv film with 
Russian tv interests. Paul Talbot of 
Freemantle Overseas Radio & TV has 
concluded an agreement with the Rus- 
sians whereby they will produce a 
five-minute series titled Spotlight On 
Russia in exchange for several Ameri- 
(Continued on page 58) 


EGGHEAD KNOCKERS! 
Come in and see how 

LE." is being bought and sold 
for local telecasting! 
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Film 


can video series, specifically, Movie 
Museum and the newest production of 
Encyclopedia Britannica films. They 
are also interested in Hopalong Cas- 
sidy. Mr. Talbot also calls for the need 
of an impartial tv industry spokesman 
to handle 
Russia and other countries, so that 
American tv companies can obtain 
dollars for their product instead of 
film. 


PERSONNEL ... 


(Continued from page 57) 


trade negotiations with 


National Telefilm Associates con- 
tinues building up its staff. . . . Mort 
Abrahams has been named director of 
the newly organized creative program- 
ming department. . . . Jim Boyce has 





JIM BOYCE 


joined the NTA Film Network as 
eastern station-relations manager. . . . 
Bob Morin has been added to the na- 
tional sales department. . . . Gerald 
Corwin has succeeded Don Swartz at 
NTA’s Minneapolis office, which serv- 
ices seven tv stations in midwestern 
states. . . . Phil Cowan has become di- 
rector of exploitation for NTA’s public 
relations and Marilyn 
Weiner has been appointed a press 
representative for this same depart- 
ment. . . . At Guild Films, Lou Shain- 
mark has resigned as vice president 
in charge of advertising and public 
relations. . . . Irving Feld has been 
appointed general sales manager. . . . 
R. Gould Morrison has been named 
to its international staff. . . . Television 
Programs of America has named Al- 
bert Ward to the newly created post 
of eastern program director. . . . For- 
mer Canadian sales manager for ABC 
Film Syndication, Nat V. Donato, has 
joined Telepix Movies, Ltd., as direc- 
tor of sales. . 


department, 


. . California National 
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ALBERT WARD 


Productions has appointed Howard M. 
Girouard as its northeast sales repre- 
sentative for its Victory Program Sales 
division. . . . Associated Artists Pro- 
ductions has added Edward Lawson to 
its staff as supervisor of publicity. . . . 
Kling Studios, Chicago, has named 
Robert Erinberg vice president in 
charge of 
ment. . . . Wilding Pictures, Inc., Chi- 
cago has named Henry A. Houston 
an account executive in its Detroit 
office, James W. von Brunn an account 
executive in its New York office, and 
Alfonso Gardenas manager of its Los 
Angeles office. . . . George Cannata has 
joined Robert Lawrence Productions 
as storyman and creative designer. . . . 
Howard M. Lawrence has been elected 
vice president of Loucks & Norling 
Studios, Inc. . . . Alexander Film Co. 
has appointed William L. Troyer, resi- 
dent vice president, to represent the 
company in the Pacific northwest, with 
headquarters in Seattle. . . . Alexander 
also transferred Lawrence M. Rosen- 
thal, another resident vice president, to 
Los Angeles from Chicago. . . . Howard 
Harkavy is the new promotion and 
advertising counsel for Modern Talk- 
ing Picture Service. 


new-business 


develop- 


Film Commercials 


ALL-SCOPE PICTURES, INC. 
Completed: Lucky Lager Brewing Co. (beer), 
McCann-Erickson; Gold Bond Stamp Co. 
(stamps), Bruce B. Brewer; E. & J. Gallo 
Winery (wine), Doyle Dane Bernbach; 
Green Spot, Inc. (orangeade), Dan B. Miner; 
Liggett & Myers Tobacco Co. (Chesterfield 
cigarettes), McCann-Erickson. 


AMERICAN FILM PRODUCERS 
Completed: Pharmaco, Inc. (Medigum), 
DCS&S; National Biscuit Co. (Nabisco- 
Oreo), McCann-Erickson. 

In Production: Bulova Watch: Co. (watches), 
McCann-Erickson; Uddo & Taormina Co. 
(Progresso food products), Carlo Vinti. 


SHAMUS CULHANE 


PRODUCTIONS, INC. 
Completed: Alberto-Culver Co. (VO-5, Silken 


Rinse), Wade; Miles Laboratories, Inc. 
(Alka-Seltzer), Wade; Knomark Mfg. Co. 
(Esquire shoe polish), Mogul; Personal 
Products Corp. (Yes), EWR&R; Monsanto 
Chemical Co. (All), NL&B; Prudential In- 
surance Co. of America, direct. 

In Production: R. J. Reynolds Tobacco Co. 
(Camels), Esty; Alberto-Culver Co. (VO-5, 
Rinse Away), Wade; Revlon Products Corp. 
(Moon Drops), C. J. LaRoche; American 
Chicle Co. (Rolaids), Bates; Quaker Oats 
Co. (Muffets, Sugar Puffs), Wherry, Baker 
& Tilden; U. S. Air Force, EWR&R; Nestle 
Co., Inc. (Quik), E. W. Reynolds; Keebler 
Biscuit Co. (Town House crackers), Bald- 
win, Bowers & Strachan; Colonial Stores, 
Inc., LN&B; Philadelphia Savings Fund So- 
ciety, Grey & Rogers. 


ELEKTRA FILM PRODUCTIONS, 
INC, 

Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; General Motors Corp. (Wide 
Wide World opening), MacManus, John & 
Adams; American Tobacco Co. (Hit Parade 
opening), BBDO; New York Telephone Co. 
(yellow pages), BBDO. 

In Production: Standard Brands, Inc. (Royal 
instant pudding), MacLaren; F. & M. Schae- 
fer Brewing Co. (beer), BBDO; Colgate- 
Palmolive Co. (Fab), Bates; Esso Standard 
Oil Co. (Imperial Esso gasoline), MacLaren; 
Standard Oil Co. of Calif. (Calso). BBDO; 
E. I. Du Pont de Nemours & Co. (Dacron), 
BBDO. 


GRAY & O’REILLY 


In Production: American Oil Co. (Amoco 
gasoline), Joseph Katz; Colgate-Palmolive 
Co. (Cashmere soap, Ajax), Houston; Gen- 
eral Tire & Rubber Co. (tires), D’Arcy; Gen- 
eral Foods Corp. (Tang Log Cabin Syrup), 
Y&R; Thomas J. Lipton, Inc. (soups), Y&R. 


KEITZ & HERNDON 

Completed: Mishawaka Rubber & Wool Co. 
(Red Ball shoes), Campbell-Mithun; Derby 
Oil Co. (gasoline), McCormick-Armstrong: 
Lone Star Brewing Co. (beer), Glenn; Dr. 
Pepper Co. (soft, drink), Grant; Gross Na- 
tional Bank, Glenn; Thrillarama Production, 
direct. 

In Production: Dr. Pepper Co. (soft drink), 
Grant; KSLA-Tv Shreveport, La., direct; Gunn 
Bros. (trading stamps), Lowe, Runkle; Lone 
Star Brewing Co. (beer), Glenn; O. A. Sut- 
ton Corp. (Vornado air conditioners), Lago- 


Whitehead. 
JAMES LOVE PRODUCTIONS 


Completed: Getz Exterminating Co., Harris 
& Weinstein; Aluminum Co. of America 
(screening), F&S&R 

In Production: Aluminum Co. of America 


(aluminum boats), F&S&R. 
PELICAN FILMS, INC. 


Completed: American Tobacco Co. (Lucky 
Sirike), BBDO; G. R. Kinney Co., Inc. 
(shoes), F. B. Stanley; P. Ballantine & Sons 
(ale), Esty; Bristol-Myers Co. (Ipana), 
DCS&S; Campbell Soup Co., BBDO; Robert 
Hall Clothes, Inc., Frank B. Sawdon. 

In Production: Bristol-Myers Co. (Ammens 
Medicated powder Ipana), DCS&S; Robert 
Hall Clothes, Inc., Frank B. Sawdon. 


SOUND MASTERS, INC. 
Completed: Solo Products (bob pins), Harry 
Jacknick & Co.; Westinghouse (corporate 
advertising), McCann-Erickson. 

In Production: North American Phillips Co., 
Inc. (Norelco shaver), C. J. LaRoche; Dixie 
Cup Co. Div. of American Can Co. (Dixie 
cups), Hicks & Griest; Colgate-Palmolive Co. 
(Vel), L&N; National Biscuit Co. (Shredded 
Wheat, Wheat Honeys, Rice Honeys), K&E. 


(Continued on page 62) 











YOUNG &© RUBICAM,””* 
Advertisin ig 


NEW YORE - CHICAGO - DETROIT - SAN FRANCISCO - LOS ANGELES - HOLLYWOOD - MONTREAL - TORONTO 


LONDON + MEXICO CITY - FRANKFURT - SAN JUAN - CARACAS 








2k When it comes to the writing, art direction and production 
of TV commercials, there shouldn't be any such word as Chance. 











April 21, 1958, Television Age 59 





| 
| 
| 











60 





Pulse Top 20 Syndicated Shows by Classification 


Figures taken from spot film survey for March 


TOP 20 SYNDICATED SHOWS TOP 20 AMONG MEN 18. Mr. District Attorney (Ziv) . 83 
i Men Per 18. O. Henry Playhouse 
Rank Show & Distributor Rating Rank Show & Distributor "hab . (Grose-Kreone) ‘WtGebe > 
dy 4 18. Silent Service (NBC) ...... 83 
1. Highway Patrol (Ziv) .... 20.0 + Conan File . wane +++ 89 18. Studio 57 (MCA) ......... 83 
2. Sea Hunt (Ziv) ......... 18.5 by tao hep cae 18. 26 Men (ABC) ........... 83 
(Screen Gems) ......... 89 
3. Honeymooners (CBS) .... 18.1 3. Federal Men (MCA) ...... 87 : ; : 
4. State Trooper (MCA) .... 17.7 3. Highway Patrol (Ziv) ..... 87 TOP 20 AMONG WOMEN 
5. Silent Service (NBC) .... 16.5 &. ag. ar og _— ly 86 Women Per 
6. Death Valley Davs 5. Dr. Christian (Ziv) ....... 86 ‘a 100 Homes 
ey = ee 16.4 5. IfYouHad A Million (MCA) 86 Rank Show & Distributor Tuned In 
6. Sheriff of Cochise (NTA) . 16.4 5. Martin Kane (Ziv) ........ 86 1. Liberace (Guild) ......... 99 
> 2 ae 5. Men of Annapolis (Ziv) .... 86 2. Honeymooners (CBS) ..... 95 
8. Grand Ole Opry 10. Badge 714 (NBC) ......... 85 3. Dr. Christian (Ziv) ........ 93 
(Flamingo) .......... 16.0 10. Captain David Grief (Guild) 85 3. If You Had A Million (MCA) 93 
9. Captain David Grief (Guild) 15.5 10. Code Three (ABC) ........ 85 5. Man Behind the Badge 
10. Popeye (AAP) .......... 15.4 10. Harbor Command (Ziv) .... 85 _ (MCA) ........ csseeee 92 
11. Annie Oakley (CBS) ..... 148 10. Man Behind the Badge 6. Confidential File (Guild) ... 91 
s6 fie Vieesen Gaal 245 BRR SS a 85 6. Frontier Doctor 
Bee Jones (Screen Gems . 10. Racket Squad (ABC) ...... 85 (Hollywood Tv) ........ 91 
13. Code Three (ABC) ...... 14.3 16. San Francisco Beat (CBS) . 8 6. Martin Kane (Ziv) ........ 91 
14. Cisco Kid (Ziv) eeeeeeeee 14.0 16. Star and the Story (Official) 84. 6. Racket Squad (ABC) ereeee 91 
15. Martin Kane (Ziv) ...... 13.6 18. Big Story (Official) ....... 83 10. peat aoe Theatre af 
: r liv) .. 13.5 18. Frontier (NBC) .......... 83 (Screen Gems) ......... 
« Harbor Coston (Ziv) 7" 18. Frontier Doctor 10. Gray Ghost (CBS) coeececce 90 
17. Boots and Saddles (NBC) . 13.3 M- . a F Be 
: . : (Hollywood Tv) ........ 83 10. San Francisco Beat (CBS) . 90 
18. Patti Page (Screen Gems) . 13.2 16 Gray Gheat (CBS) ........ 83 13. City Detective (MCA) ..... 89 
18. Three Musketeers (ABC) . 13.2 18. Honeymooners (CBS) ..... 83 13. Dr. Hudson’s Secret Journal 
18. Whirlybirds (CBS) ...... 13.2 18. I Led Three Lives (Ziv) .... 83 haben 44s ou Khas) 8 
; BS. Beentier (NBC) .........0. 89 
13. Highway Patrol (Ziv) ...... 89 


13. Men of Annapolis (Ziv) .... 89 


CECO microwave relays 13. Mr. District Attorney (Ziv) . 89 





13. Science Fiction Theatre (Ziv) 89 


conquer space barriers 13. Silent Service (NBC) ...... 89 


13. Star and the Story (Official) 89 


Whether it’s a fixed station or a mobile unit, Ceco 
microwave equipment surmounts the communica- 


TOP 20 AMONG CHILDREN 


tion barrier. 


Micro Wave Relay 
Beam Reflector Head 
Perfect for parabolas up 
to 6-ft. diameter. With- 
Stands torques of 225 ft. 
pounds in elevation and 
150 ft. pounds in azi- 
muth. Environmental 
treated for extreme wea- 
ther conditions. 
$285.00 Relay Tilt 
Head Only 


Because CECO equipment is built to 
a quality that is actually higher than the official 
standards. For dependable pickup and relay under 
adverse climatic conditions, you're wise to play 
safe with CEco. 

ALL METAL TRIPOD 
Has cast top flange and 
upper leg portion made 
of one piece aluminum 

alloy castings. Legs slide 
easily and have tie-rods 
to center for automatic 

leveling. Accepts 
Balanced TV Head, 
Micro Wave Relay Beam 
Reflector Head ( illus.) 
and other similar 

se professional tripod 

4 heads. $260.00 

Metal Tripod only. 








FRANK C. ZUCKER 


(+ AMERR EQuipment e& inc 





Dept. ¥ 315 
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West 43rd St., New York 36, N. Y. JUdson 6-1420 


Kids Per 
100 Homes 
Rank «Show & Distributor Tuned In 
eS oe ee 105 
2. Looney Tunes (Guild) ..... 102 
3. Little Rascals (Interstate) .. 99 
1. Kit Carson (MCA) ........ 97 
5. Jungle Jim (Screen Gems) .. 96 
6. Gene Autry—1-Hour Series 
Per ee rere 94 
7. Hopalong Cassidy—1l-Hour 
eo ee 92 
7. Laurel and Hardy (Governor) 92 
9. Brave Eagle (CBS) ........ 8 
9. Hopalong Cassidy—14-Hour 
es ere 89 
11. Annie Oakley (CBS) ....... 87 
11. Rocky Jones, Space Ranger 
CS ere ee 87 


13. Ramar of the Jungle (TPA) 84 
14. Foreign Legionnaire (TPA) . 83 


15. Range Rider (CBS) ........ 82 
15. Sky King (Nabisco) ...... 82 
17. Flash Gordon (Guild) ...... 8] 
18. Sheena, Queen of the Jungle 
Sh atknnenet cas vas 80 


19. Mr. & Mrs. North (Schubert) 79 
19. Three Musketeers (ABC) ... 79 











PUBLIC SERVICE PROGRAMMING 
A Statement of Policy 





The policy of Transconti- 
nent Television Corporation 
on public service programming 
can be summed up in three 
words: complete local autonomy. 

Every single public service pro- 
gram of the hundreds aired by 
TTC stations is specifically 
planned and/or scheduled by the 
station for/ listeners and viewers 
initsareaJ BAAR ARABAAA SA 
This policy) recognizes, respects and 
encourages/the station’s fundamental 
responsibility/ to the community. It is clearly 
understood by our stations...thoroughly appreciated 
by the audience}they serve ABR AAAA AA AAA 
It is a policyfwe pledge ourselves to maintain. 


T 


smboi of sevice || TRANSCONTINENT TELEVISION CORPORATION 


WGR—WGR-TV, Buffalo « WROC-TV, Rochester « WSVA—WSVA-TV, Harrisonburg « WNEP-TV/WILK-TV, Scranton, Wilkes-Barre 
Offices: 70 Niagara Street, Buffalo, MOhawk 2300 . 15 East 47th Street, New York City, Plaza 1-3030 


Te 
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Pulse Audience Composition for Syndicated Shows by Classification 


TOP 10 ADVENTURE SHOWS 
National 
Average 
. Highway Patrol (Ziv) .... 20.0 
Sea Flunt (28) 35%. < 3s 3s 18.5 
. State Trooper (MCA) .... 17.7 
Silent Service (NBC) .... 16.5 
Captain David Grief (Guild) 15.5 
Casey Jones (Screen Gems) 14.6 
Code Three (ABC) 14.3 
Martin Kane (Ziv) ...... 
. Harbor Command (Ziv) .. 
. Three Musketeers (ABC) .. 


13.5 
13.2 


SOON NMS 


_ 





ATLANTIC’S 
10th BIRTHDAY PACKAGE 
consists of 15 Top Features 
and the U. S. Marines’ % 
hour Series, “Uncommon 
Valor.” 
P.S.:— 
“THE CHAMPION PACKAGE" 
is now available for rerun 
in most cities! 


ATLANTIC TELEVISION CORP. 


New York 36, N. Y. 











THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WNAC-TV, BOSTON 
See Art Kerman 


at the NAB 
Convention Zz 


\ 
GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 
JUdson 6-3675 


Hotel Biltmore 
Suite 2331. 
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Figures taken from spot film survey for March 


WOMEN’S AUDIENCE 


Women Per 


100 Homes 
Tuned In 
1. Federal Men (MCA) ...... 93 
2. Man Behind the Badge 
MED cect hwcsste saa 92 
3. Martin Kane (Ziv) ........ 91 
4. Gray Ghost (CBS) ........ 90 
5. Highway Patrol (Ziv) ..... 89 
5. Men of Annapolis (Ziv) ... 89 
5. Silent Service (NBC) ...... 89 
8. Captain David Grief (Guild) 88 
9. Code Three (ABC) ........ 87 
9. Harbor Command (Ziv) .... 87 
9. Sen damm (a) .s sa<aecs sae 87 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Tuned In 
1. Federal Men (MCA) ....... 87 
1. Highway Patrol (Ziv) ..... 87 
3. Martin Kane (Ziv) ........ 86 
3. Men of Annapolis (Ziv) .... 86 
5. Captain David Grief (Guild) 85 
5. Code Three (ABC) ........ 85 
5. Harbor Command (Ziv) ... 85 
5. Man Behind the Badge 
| ee eee 85 
9. Gray Ghost (CBS) ........ 83 
9. I Led Three Lives (Ziv) ... 83 
9. Mr. District Attorney (Ziv) . 83 
9. Silent Service (NBC) ...... 83 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Tuned In 


. Jungle Jim (Screen Gems) .. 96 
. Sheena, Queen of the Jungle 
‘ya ee ee ee 86 
. Ramar of the Jungle (TPA) . 84 
. Foreign Legionnaire (TPA) . 83 
. Sky King (Nabisco) ....... 82 
. Three Musketeers (ABC) ... 79 
. Casey Jones (Screen Gems) . 76 
8. Joe Palooka (Guild) ....... 73 
9. Soldiers of Fortune (MCA) . 57 
10. Sword of Freedom (Official) 57 


N= 


“ID Ul & Ww 


TOP 10 DRAMA SHOWS 


National 
Average 
1. If You Had A Million 
SUEEE cc ons etnies « « 12.1 
2. Dr. Christian (Ziv) ...... 11.8 
3. Studio 57 (MCA) ....... 10.7 
4. O. Henry Playhouse 
(Gross-Krasne) ....... 9.4 
5. Dr. Hudson’s Secret Journal 
EE wakaeaasecne se ‘ 
6. Big Story (Official) ...... 7.6 
7. Star Performance (Official) 6.8 
8. Star and The Story 
c.)0O..”  e A e 6.4 
9. Douglas Fairbanks 
Presents (ABC) ....... 7 
10. TV Reader’s Digest 
{SASS 4.7 


WOMEN’S AUDIENCE 


Women Per 


100 Homes 
Tuned In 
Z. Dr. Christian (Ziv) .......- 93 
1. If You Had A Million 
RR a 93 
3. Dr. Hudson’s Secret 


Journal (MCA) 


eee ee eee 


89 
3. Star and The Story (Official) 89 
5. Big Story (Official) ........ 88 
5. Douglas Fairbanks Presents 
8 lg aera 88 
5. QO. Henry Playhouse 
(Gross-Krasne) ......... 88 


5. Star Performance (Official) . 88 
. Studio 57 (MCA) 


MEN’S AUDIENCE 
Men Per 
100 Homes 
Tuned In 
1. Dr. Christian (Ziv) ........ 6 
. If You Had A Million 
(MCA) 


wn 


— 





Film (Continued from page 58) 


TRANSFILM, INC. 

Completed: Borden Co. (ice cream), B&B; 
U. S. Steel Corp., BBDO; Standard Brands, 
Inc. (Hunt Club dog food), Bates; Corn 
Products Refining Co. (Mazola salad oil), 
C. L. Miller; Thomas J. Lipton, Inc. (tea), 
Y&R; Helena Rubinstein, Inc. (Beauty Dew), 
Ogilvy, Benson & Mather; American Tobacco 
Co. (Herbert Tareyton cigarettes), Lawrence 
C. Gumbinner; Colgate-Palmolive Co. (Ad 
detergent), L&N. 


UPA PICTURES, INC. 
(BURBANK) 

Completed: Colgate-Palmolive Co. (Colgate 
shave cream), John W. Shaw. 

In Production: Wilson & Co. (Ideal dog 
food), Roche, Rickerd & Cleary; Carling 
Brewing Co. (Stag beer), Edward H. Weiss; 


3. Star and The Story (Official) & 
4. Big Story (Official) ........ 83 
4. O. Henry Playhouse 
(Gross-Krasne) ......... 83 
A Studien 57 CREA) i... <<< 83 
Ex-Lax, Inc., Warwick & Legler; Oe6ertel 


Brewing Co. (Oertel beer), Lynch, Hart & 
Stockton; Pacific Telephone & Telegraph 
Co., BBDO; Pure-Pak Div. Ex-Cell-O Corp. 
(milk containers), Fred M. Randall; Toast- 
master Products Div. McGraw Electric Co. 
(Toastmaster appliances), EWR&R; North- 
ern Paper Mills Div. Marathon Corp. (Wax- 
tex), Y&R. 


(NEW YORK) 

Completed: National Biscuit Co. (Nabisco 
Jrs.), K&E; American Telephone & Tele- 
graph (Bell Telephone), C&W; J. B. Wil- 
liams Co. (Aqua Velva), Parkson. 

In Production: National Biscuit Co. (Na- 
bisco Jrs.), ; America Telephone & 
Telegraph (Bell Telephone), C&W; J. B 
Williams Co. (Aqua Velva), Charles W. 
Hoyt; Lever Bros. Co. (Praise soap), K&E; 
Piel Bros. (beer), Y&R; H. P. Hood & 
Sons, Inc. (cheese), K&E. 








TELEVISION AGE 


Ithough the approach of summer 

brings new spot action for various 
warm-weather products — hay-fever 
remedies, suntan lotions, lawnmowers, 
etc.—it’s customary for a number of 
advertisers to reduce drastically their 
mid-year schedules. Checking on the 
underlying reasons for such cuts, TV 
AGE was informed by the advertising 
manager of an important video buyer 
that “it’s a simple matter of eco- 
nomics.” 

He continued, “We spend so many 
dollars to get our message through to 
so many people, and our personal 
belief is that the loss of effectiveness 
in summer advertising is greater than 
the research services have shown.” 

The executive amplified his state- 
ment with an explanation that tests 
conducted by his company had shown 
that commercials “which achieve a 70- 
per-cent ‘penetration’ in non-summer 
schedules get only 30-per-cent pene- 
tration in summer slots.” He stated 
that even increasing schedules to 
“saturation frequencies” did not 
greatly raise the summer effectiveness. 
Blame for the decrease in power of 
the commercial was placed on vaca- 
tions, outdoor living and general hot- 
weather factors that “break the pene- 
tration pattern.” 

“In some areas,” he claimed, “our 
researchers couldn’t find enough tv 
viewers even to make an effectiveness 
test. Why, some stations in a very hot 
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state don’t want summer surveys be- 
cause their viewership is so low—and 
they can’t tell me the ‘average Ameri- 
can home’ has air-conditioning.” 

In opposition to these views, H-R 
Representatives is preparing a 24- 
page booklet on summer television 
which will be mailed early next month 
to hundreds of advertising people and 
all tv stations in the country. 

The booklet notes, from surveys 
conducted by A. C. Nielsen, TvB, Ad- 
vertest Research and others, that only 
45 per cent of U. S. families take 
summer vacations. Only a small per- 
centage of these families actually 
leave their homes. In an average sum- 
mer week, only two per cent of the 
country’s viewers are away from home 
—and are still in contact with video 





Aileen Barry buys on Dan River Mills, 
Greyhound Corp., and other Grey Ad- 


vertising, Inc., accounts. 





REPORT 


through sets in hotels, lounges and 
homes in which they visit. 

One survey showed someone home 
in 97 of every 100 homes on an aver- 
age summer day. A Nielsen-TvB re- 
port states late-night viewing is more 
popular in summer than other seasons, 
and an ARB study placed more sets in 
use during the noon-to-5-p.m. period 
in July than in February. 

Noting that the rise of the portable 
tv set (eight per cent of all sets now 
in use) enables people to combine out- 
door living with patio-viewing, the 
H-R booklet predicts more daily home 
hours of viewing for this summer than 
in the October ’55 to June °56 “record 
year” season. It reports the average 
summer viewer in 1954 watched tv 
26.6 hours per week, while the figure 
had risen to 30.1 hours per week in 
1957. 

In voicing the idea that a summer 
hiatus can lose customers to competi- 
tion, H-R reports four major adver- 
tisers—Procter & Gamble, Colgate- 
Palmolive, Warner Lambert and 
Miles Laboratories—spend more dur- 
ing the summer than in the first or 
second quarters. Eighteen other major 
summer video advertisers are listed. 

The advertising executive quoted 
earlier believed a general lowering 
of stations’ summer rates would give 
advertisers a better deal. As if in reply, 
the H-R booklet cites a TvB study that 

(Continued on page 66) 
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ARB City-By-City Ratings for March 1958 


ALBUQUERQUE ATLANTA BOSTON 





































3-Station Market 3-Station Market 3-Station Market 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
1, 26 Men (ABC) Kon-ty Wed. 8:30 ......... 32.4 1. Amos ’n’ Andy (CBS) wss-Tv M-F 6:00 ....25.6 a. parm 4 eee vg Dios ae 
2. Death Valley Days (Pacific-Borax) 2. The Honeymooners (CBS) wsB-tv Fri. 7:00 ...24.8 — nae owed ot tlie a Pe oe 

Oy feo ee ere 25.6 3. If You Had a Million (MCA) wsB-Tv Mon, 7:00 24.7 ;. os et ina wankinet os . sesae aa.9 
2. Sheriff of Cochise (NTA) Kos-TV Fri. 9:30 ..25.6 4, Sheriff of Cochise (NTA) wsn-Tv Tue, 7:00 ..23.8 — a aot th a ch gen Ngee Ske =" sea 
3. Silent Service (NBC) Kos-TV Wed. 9:00 .....24.4 5. Whirlybirds (CBS) wsp-tTv Wed. 7:00 ...... 21.7 an Rec ama) ty eg 7 - air" 
4. Science Fiction Theatre (Ziv) KOB-Tv Mon. 9:00 23.0 6. Code 3 (ABC) waca-rv Sat. 10:30 ......... 21.4 5 eee ae iti mas... eas 
5. Judge Roy Bean (Screencraft) T. Casey Jones (Screen Gems) waGa-Tv Mon. 7:00 20.6 . in diet <5 Rio Wed 7:00 eens 24.0 

OS eee 8. Highway Patrol (Ziv) waca-tv Fri, 7:30 ....19.2 °. ay A hen anne Oa "Pian enten 
6. Public Defender (Interstate) KoaT-Tv Thu. 8:30 20.9 9. Gray Ghost (CBS) waca-tv Wed. 7:00 ...... 16.5 - s - , 2 very Bee se 558 , 

. * 4 . Annie Oakley (CBS) wNnao-Tv Sun. 5:00 ....19.5 
7. Decoy (Official) KoB-Tv Tue. 9:30 .......... 20.3 10. Boots and Saddles (NBC) waca-Tv Fri. 7:00 ..15.3 a6 Sin Hci Clie’ enan-te teen, 1:60 19.5 
7. Whirlybirds (CBS) Keom-Tv Sun. 9:00 ..... 20.3 10. Woody Woodpecker (AAP) wiw-a Thu. 5:00 ..15.3 11. rap debian t00ma) eeo-ee Sun a 46 *" 19.0 
8. Gene Autry (CBS) KoB-rv Thu. 6:00 ...... 19.3 11. State Trooper (MCA) waGa-Tv Thu. 7:00 ....14.9 oo ae - : ae sac onod agent dhe tage mags 
9. Hey Mulligan (Screencraft) KoaT-Tv Thu. 6:00 17.7 12. path gg Ms — * see — teens 14.4 13. — ‘mn’ Andy (CBS) wNao-rv M-F 5:30 ..17.8 
. 6 KGGM-TV 9:30 ......16.8 13. th Valley Days (Pacific-Borax oo 7 . te gah gee 
- pity ale ganged - Fac ong sete 16.8 6 + eee : an’ 14, Last of the Mohicans (TPA) wNnao-Tv Fri. 6:00 17.7 
10. Woody Woodpecker (AAP) KoaT-Tv Thu. 5:00 16.8 14. Last of the Mohicans (TPA) wiw-a Fri, 6:30 12.6 
11. Victory at Sea (NBC) Koem-tv Sun. 7:30 ..16.5 TOP FEATURE FILMS 
TOP FEATURE FILMS 1, Cinema 7 wN.io-Tv Sun. 1:00-4:15 p.m. ....22.5 
e Pp Neatinbas ay 
TOP FEATURE FILMS 1. Gold Cup Movie wiw-a Sat. 6:00-7:30 p.m. ..13.8 oie ee WS os 21.8 
2. Shock Theatre wsB-Tv Y.i, 11:15-12:45 a.m. ..12.8 S. Gute San Wiewe weer é 
1. K Circle B Time Kos-Tv Tue. 4:00-5:30 p.m. 26.3 3. Armehair Playhouse wsB-TVv iin BIE eo cr cecv deen 15.6 
2. K Circle B Time Kos-Tv Wed. 4:00-5:30 p.m. 24.7 Te RIGS e BM. ccccecccccesevtesecee 11.1 4. Boston Movietime waz-Tv Tue. 5:00-6:30 p.m. 15.5 
3. Big MGM Movie Koat-Tv Sun. 9:30-11:30 p.m. 20.1 4. Late Show wss-Tv Sat. 11:00-12:30 a.m. ....10.7 5. Boston Movietime wBz-Tv Mon, 5:00-6:30 p.m. 12.9 
4. Shock Kos-TV Fri. 10:30-11:45 p.m. ...... 19.6 5. Armehair Playhouse wsB-TV 
4. K Cirele B Time Kos-Tv Thu, 4:00-5:00 p.m. 19.6 i. EE E, cdkn due coebbeaeuons owe 10.0 
TOP NETWORK SHOWS 
TW TOP NETWORK SHOWS RD, Dees Ge. WRAY on ccccccescsceseose 6 
TOP NE ORK SHOWS 2. Gunsmoke WNAC-TV ....... 2.8 
1. Price is Right wsB-TV .. 3 eee | .6 
1, Gunsmoke KGGM-TV 2.2.6.0 cece eeresecence 55.8 2. Gunsmoke WAGA-TV 4 4. I’ve Got a Secret WNAO-TV 5 
2. Have Gun, Will Travel KeGM-TV - 47.9 3. Have Gun, Will Travel WAGA-TV .... 2 5. You Bet Your Life wsz-Tv et 
3. Perry Como KOB-TV 8 4. Wyatt Earp WLW-a .............. 4 6. Perry Como wBz-TY 2 
4. Disneyland KoaT-Tv 3.2 I SIL nbd wane acemdinseesanetin 7 7. Perry Mason WNAO-TV ...... 4 
5. Maverick KOaT-TV 6 BBs ee ME on ws ee iancecdsasass 7 8. Restless Gun WBZ-Ty ..... ; 2 
6. Tales of Wells Fargo KOB-TV .............+- 41.9 6. Bob Hope wsB-TV 4 i iia Meee oe a ee nas we 37.5 
1. Restless Gun KOB-TV ........++++eseeeees 40.1 7. Perry Como WSB-TV 3 10. Danny Thomas WNAO-TV ...........00000008 7 
8. Cheyenne KOAT-TV 2.0.25. cseccececcececces 38.8 8. Tales of Wells Fargo wss-tTv 3.0 
9. Colt .45 KOAT-TV 2... cccccccccesccecces 37.8 ee a a en eee 7) 
10. People Are Funny KOB-TV .........-eeeeeues 36.0 LOS ANGELES 
COLUMBUS 7-Station Market 
CHICAGO : TOP SYNDICATED FILMS 
3-Station Market 
1, Death Valley Days (Pacific-Borax) 
4-Station Market TOP SYNDICATED FILMS ee. ST EOS Se 22.1 
1. The Honeymooners (CBS) wBNS-Ty Sat. 7:00 ..23.2 3. Wateieids (C58) Kus-ev Bie. 1:80 .....- as-9 
. . 7:00 ..28.2 es 3 wes 59 
TOP SYNDICATED FILMS 2: Death Valley Days (Paciie Borer). waxe-7¥ 4. Highway Patrol (Bir) erry Mon. 9:00... ..148 
1. Silent Service (NBC) wxnq Tue. 9:30 © a, Highway Patil Ghir) wans-rv Tos. 10:30 ..25,6 5 Sherif of Cochoe (NRA) wey Set, 1:30 ....13.9 
2. State Trooper (MCA) wNBQ Wed. 9:30 / 1. Casey Jones (Screen Gems) WTvN-TV Tue. 6:00 23.2 * arr =) — om. ip ae a oo 
3. Sea Hunt (Ziv) won-tTv Wed. 8:30 ........ 2 5. Frontier (NBC) wrvNn-TV Tue. 6:30 ........ 22.6 c. Say See eee SORE Oe, ae ae a Jig 
4. Sky King (Nabisco) wGNn-Tv Thu. 6:00 ...... 7.0 6. The Tracer (MPA) WTvN-TV Tue. 7:00 912 8. Men of Annapolis (Ziv) KNxT Thu, 7:30 ....11.1 
4. Annie Oakley (CBS) wen-Tv Fri. 6:00 ..... 17.0 7. Whirlybi reas cee oo ae a 9. Studio 57 (MCA) KTTV Sat. 8:00 ......... 10.8 
“ ns 7. rlybirds (CBS) wrvn-tv Thu. 7:00 ...... 20.7 * < 
4. Brave Eagle (CBS; woN-Tv Tue. 6:00 ...... 17.0 8. Sky King (Nabisco) wans-Tv Fri, 6:30 .....20.1 © ee en, Sees aaa 
5 y x : : > Mon., Tue., Thu. & Fri. 7:00 ........200. 10.8 
ms oot cas wena = 9:08 1380 Se eer arene Seer eae See eee 10, Susie (TPA) Krtv M-F 6:15 10.5 
= siieter Sane Gites Sia e peg aoe 10, Annie Oakley (CBS) waNs-rv Mon. 6:00 ....19.5 sh, Genta Adesiions @ienesia) 
1. Cisco Kid (Ziv) won-rv Mon, 6:00 ........13.9 Oh Seg eee See enews SPk CISS \os «05s ge Ae “ee eee 10.5 
8. Western Marshal (NBC) woNn-Tv Wed. 6:00 . .13.1 _ bane aoe tans Giceas Gk tae ane 11. San Francisco Beat (CBS) KTTv Sat. 9:30 ...10.2 
8. Whirlybirds (CBS) won-tv Thu. 9:00 ...... 13.1 . . Sages 12. The Honeymooners (CBS) KNXxT Thu. 7:00 ..10.1 
9. Bugs Bunny (AAP) woN-tv M-F 6:30 13. Official Detective (NTA) wLw-c Wed. 7:00 ..16.0 13. Douglas Fairbanks Presents (ABC) 
— 13. Harbor Command (Ziy) wrvNn-tv Fri. 9:30 ..16.0 Bitieg : 

Gat, SOO Gm. ccccocwcccesctavacascccccs 12.8 MES Pet. 29508. occ ccciwes vues sccccscecs 9.4 
10. Flash Gordon (Guild) wnsq Sun. 12:00 ..... 11.8 13. Frontier Doctor (H-TV) KTTv Sat. 7:00 .... 9.4 
11. Official Detective (NTA) woNn-tTv Wed. 9:00 ..11.5 TOP FEATURE FILMS 

1. Best of MGM wiLw-c Sun. 5:30-7:30 p.m. ....23.7 TOP FEATURE FILMS 
TOP FEATURE FILMS 2. Something Different wrvNn-Tv 
a. Se eee ol 21.3 1. Fabulous 52 KNXT Sat. 10:00-12:00 m. ...... 26.3 

1. Best of CBS waeM-tv Sat. 10:00-12:00 a.m. ..24.5 3. Lex Mayer’s Theatre WrvN-TV 2. Colgate Theatre KTTV Fri. 8:00-10:30 p.m. ..19.1 
2. Movietime USA wBKB Fri. 10:00-12:00 a.m. ..17.4 Sun. 10:00-11:45 p.m. ....... oo 12.5 3. Feature Film Krca Sun, 10:30-12:45 p.m. .. 9.2 
3. Feature Film wen-tv Fri. 10:00-11:45 p.m. ..15.9 4. Best of Hollywood wrvn-tTv Sat. 6:00-7:30 p.m. 11.3 1. Sunday Premiere KTLA Sun. 7:30-9:30 p.m. .. 8.1 
4. Movietime USA wBKB Tue. 10:00-12:00 a.m. ..15.3 5. Late Home Theatre wrvNn-Tv 5. Channel 9 Movie Theatre KHJ-TV 
5. Movietime USA wBKB Thu. 10:00-11:45 p.m. 14.8 Fri. 1:00-12:45 a.m, ...........- ae 9.9 Mon. 9:00-10:45 Dim. .....seeeeeeeeeeees 1.3 

TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 
SGN WUISE occ de ccvderedccccecces 1, Gite SIRs OO 3 nk c.eeacacebswawdes 51.7 1. Gunsmoke KNXT 2.6... eee e cece rece ereece 
2. Person to Person WBBM-TV ................ 2. Real McCoys WIYN-TV ............eeeeees 44.5 2. You Bet Your Life KROA .........-0eeeeeee 
3. What’s My Line WBBM-TV ................ S. Wyatt Wi GEORG once ccc cckncccvececs 43.6 3. Have Gun, Will Travel KNXT . 
4 BO EE 5. 5s nsadinc cesicyecewess 4. Sugarfoot WTVN-TV 2... cece ccc cece eee 43.4 4. Bob Hope KROA ...--.-eeeeececceeeees 
5. Loretta Young Presents wNBq S. Maverick WEWN-TU 2... ccc cece ccc cccceccs 41.9 5. Lassie KNXT .........+5- 
ee ear eee 6. Danny Thomas WBNS-TV ................-. 41.7 6. Playhouse 90 KNXT : 
7. Danny Thomas WBBM-TV ©, Teena GIR WINS o.5 o.0:0 69.4 dine sc dececencs 38.2 6. Shirley Temple Storybook KROA ........+++. 29.3 
8. Maverick WBKB ......... 8. Price is Right WLw-o 8 T. Perey Come BRO 2 ccc ccc ccs se csccccceses 28.6 
9. Father Knows Best wnaq 9. I’ve Got a Secret WBNS-TV ...............- 37.0 ©. Maverick BADO-S ccececcccsssscccscccsss 28.3 
RR renee eee 10. Have Gun, Will Travel WBNS-TV ........... 36.6 9. People Are Funny KROA ........-.0eeeee0+ 27.5 
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1. Death Valley Days (Pacific-Borax) 
WMBR-TV Wed. 7:00 .......0esceees wT TTL 56.9 
2. State Trooper (MCA) wmBR-tTV Thu. 8:00 ...52.2 
3. Badge 714 (NBC) wMprR-TvV Mon. 7:00 ....46.3 
4. Soldiers of Fortune (MCA) wMsBR-Tv Thu. 7:00 38.3 
5. Studio 57 (MCA) wmsrR-Tv Sat. 10:30 ...... 34.6 
6. Boots & Saddles (NBC) wmpr-tv Fri. 7:00 ..33.2 
7. Sea Hunt (Ziv) wmBR-TV Tue. 7:30 ........ 32.6 
8. Sheriff of Cochise (NTA) wmBr-TV Wed. 7:30 31.6 
9. Men of Annapolis (Ziv) wMBR-TV Sat. 7:00 ..31.0 
10. Highway Patrol (Ziv) wroa-tTv Wed. 9:00 ..29.8 
11. Crunch & Des (NBC) wmMpBr-tv Tue. 7:00 ..29.5 
12. Cisco Kid (Ziv) wMBR-tTv Tue. 6:00 ........ 25.7 
13. Whirlybirds (CBS) wrea-tv Fri. 7:00 ...... 24.9 
14, Gray Ghost (CBS) wroa-tv Thu. 7:30 ...... 24.1 
15. Decoy (Official) wapr-Tv Tue, 10:30 ...... 23.5 
TOP FEATURE FILMS 
1. Million Dollar Movie WMBR-TV 
Sum, AsBO-BsES PM. occ ce cassesdseccccecs 7.8 
2. Late Show wMBR-TV Sat. 11:30-2:00 am. ..14.9 
3. Late Show wmpr-Tv Fri. 11:15-1:30 a.m. ....12.9 
4. Late Show wMBR-TV Wed. 11:15-12:30 a.m. .. 9.5 
5. Late Show WMBR-TV Tue. 11:15-1:15 a.m. .... 6.6 
TOP NETWORK SHOWS 
1, Gunsmoke WMBR-TV ......-eceeeeeceeecnes 61.3 
3. Climax WMBB-EV ..cccccccccescoseccccces 55.0 
3. Have Gun, Will Travel WMBR-TV ........... 53.8 
4. I've Got a Secret WMBR-TV ..........22005:5 51.2 
5. G.E. Theatre WMBR-TV ......ccesssececees 48.8 
6. Tales of Wells Fargo WFGA-TV .........-.++. 46.5 
6. Danny Thomas WMBR-TV ..........-see0e+: 46.5 
ZT. Restless Gam WHGA-BV .wccccccecccscccsces 46.3 
8. Wyatt Earp WMBR-TV ......20 cee eceeceees 46.1 
9. Line-up WMBR-TV .....cscccccsecescecces 43.1 
NEW YORK 
7-Station Market 
TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv) woss-Tv Sat. 10:30 ........ 26.6 
2. Highway Patrol (Ziv) wroa-Tv Mon. 7:00 ....18.8 
3. The Honeymooners (CBS) wrcoa-Tv Tues, 7:00 17.5 
4. If You Had a Million (MCA) wcss-Tv 
Bat. FOO cos ccesccsecesecsccsasessecces 17. 
5. Mike Hammer (MCA) woss-Tv Tue. 10:30 ..17.0 
6. Code 3 (ABC) wroa-Tv Wed. 10:30 ........ 14.1 
7. Death Valley Days (Pacific-Borax) WRCA-TV 
Wel. 7200 ..cccccce ee eeeeccccecncsscecs 13.9 
8. Silent Service (NBC) wroa-tv Fri. 7:00 ....12.8 
9. Annie Oakley (CBS) waBo-Tv Sun. 6:00 ....11.7 
10. Woody Woodpecker (AAP) waxBo-Tv Thu. 5:00 10.1 
10. Popeye the Sailor (AAP) wr1x M-F 6:00, 
Sat. 5:30 ....... penctbebs enh baeesivces 10. 
11. Little Rascals (Interstate) waBo-TV 
BM, W. F 6s00 cecwcdecencvecssiciucccess 9. 
12. Looney Tunes (Guild & AAP) waBo-Tv 
M-Bat. 6:30 ..cccccccscscccceseccccseces 9. 
13. Amos ’n’ Andy (CBS) wrrx M-F 6:30 ...... 8.9 
14. Harbor Command (Ziv) waso-tv Fri. 10:30 .. 8. 
TOP FEATURE FILMS 
1. Late Show woss-Tv Sat. 11:15-1:30 am. ...23. 
2. Movie 4 wroa-Tv Sun. 10:30-1:00 a.m. ....20.9 
3. Late Show woss-Tv Fri. 11:15-1:00 a.m. ....15. 
4. Pix for a Sunday Afternoon WoBs-TV 
1:00-2:30 p.m. ...ccccccees 9.2 
5. Late Show woss-Tv Mon. : 8.1 
TOP NETWORK SHOWS 
1. Perry Com0 WRCA-TV ......eeeeeeeeececees 45. 
2. Bob Hope WROA-TV ...0.ceeeececcscesccces 45. 
3. Gunsmoke WOBS-TV .....:eeceseeeesereces 41. 
4. Playhouse 90 WOBS-TV .......--2-eeeeeeeee 41. 
5. Loretta Young Presents WRCA-TV .......+-+- 38. 
6. Steve Allen WROA-TV ......-eeeeeeeee> +++-8T. 
7. Person to Person WOBS-TV ...........++-055 36. 
8. Shirley Temple Storybook WRCA-TV .......... 36. 
9. Father Knows Best WRCA-TV ..........+.- -..35.0 
10. Line-up WOBB-TV ..... 2 cece eee eereccces 33.9 
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JACKSONVILLE 
2-Station Market 
TOP SYNDICATED FILMS 
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MIAMI 
3-Station Market 
TOP SYNDICATED FILMS 


. Whirlybirds (CBS) wrvs Thu. 7:30 ........ 28.4 
Sheriff of Cochise (NTA) woxT Tue. 7:00 ..26.5 
The Honeymooners (CBS) woxT Sat. 7:00 ...26.3 
Last of the Mohicans (TPA) wrvs Sun. 6:30 ..25.5 
24.9 
24.3 
. Frontier Doctor (H-TV) wrvs Sat. 6:30 ....23.7 
- Highway Patrol (Ziv) wrvy Tue. 10:30 ....23.5 


Popeye (AAP) wrvs Mon. 5:00 
Sea Hunt (Ziv) wrvs Fri. 7: 





Boots & Saddles (NBC) wrvs Sat. 7:00 ....23.0 
- Silent Service (NBC) wrvy Wed. 7:00 ...... 21.4 
- Harbor Command (Ziv) wrvs Fri. 7:30 ...... 20.2 


Federal Men (MCA) woKT Mon. 7:00 ......19.8 
. Search for Adventure (Bagnall) 


WES Bam, C200 2. cccccsececcscceseccccce 19.8 
26 Men (ABC) woxTt Thu. 7:00 .......... 19.3 
. Gray Ghost (CBS) woxTt Wed. 7:00 ........ 18.5 


TOP FEATURE FILMS 


Movie 7 WOKT Mon. 5:00-6:30 p.m. ........ 15.7 
Movie 7 woKT Wed. 5:00-6:30 p.m. ........ 15.0 
Double A Theatre wPsT-Tv Sat. 10:30-1:00 a.m. 12.3 
Errol Flynn Theatre wrvs Sun. 2:30-4:30 p.m. 11. 
MGM Theatre wokT Sun. 10:30-12:45 a.m. ..19. 
TOP NETWORK SHOWS 
« Gemamaee WEUE .ncccocccvcescccsdccccces 47.1 
Pemey Diesen WHET. nc ccccccsccccesccccoces 42.0 
Raethe WETS cccccccccscvcccsccscaseseces 40.1 
Perry Como0 WORT ....-eseeeccecscceccces 38.4 
Playhouse 90 WTVS ...ccccccccccccsccsces 37.8 
Have Gun, Will Travel WTVJ .........++-++ 36.0 
Climax WTVS .nccccccccccccscccccccccess 35.8 
I’ve Got eo Secret WTVI .......2secccccces 35.6 
. Tales of Wells Fargo WOKT ...........+++++ 35.0 
> Peles 06 MAGE WORT 2c cc scccccccccccccccs 35.0 
MILWAUKEE 
4-Station Market 
TOP SYNDICATED FILMS 
. Whirlybirds (CBS) wrms-tv Sun. 9:30 ..... 39.3 
. State Trooper (MCA) wTMJ-Tv Tue. 9:30 ...31.2 
Silent Service (NBC) wisn-tv Fri. 9:30 ....22.3 
Annie Oakley (CBS) wrms-tv Sun. 6:00 ....22.1 
Harbor Command (Ziv) wrmMs-Tv Thu. 9:30 ..20.3 
Woody Woodpecker (AAP) wisn-Tv Thu. 5:00 18.3 
Boots and Saddles (NBC) wrms-tv Thu. 8:00 17.6 
Dr. Christian (Ziv) wrMs-Tv Sun. 10:00 ....17.0 
. Highway Patrol (Ziv) wisn-Tv Sun. 10:00 ..16.5 
. Sheena, Queen of the Jungle (ABC) 
WITI-TV Mon. 6:00 .......ccccccccscscess 16.1 
. Sky King (Nabisco) wrms-tv Sat. 5:30 ....14.9 
. Last of the Mohicans (TPA) wrams-tTv Sun. 5:30 14.7 
. Kingdom of the Sea (Guild) wisn-Tv Tue. 9:30 14.0 
. Jungle Jim (Screen Gems) witi-Tv Wed. 6:00 13.5 
. Frontier (NBC) witi-Tv Mon. 8:00 ........ 13.3 


TOP FEATURE FILMS 


. Saturday Night Theatre wrMs-Tv 


Bek. SiBO-ERsES WM. accescocaccsvccosces 48. 
. Star Award Theatre WTMJ-TV 

ak, Ree ee wae cobs 0 dés ce ctncenés 16. 
. Late Show wxix Fri. 10:15-12:30 am. ....16. 
. Late Show wxrx Mon. 10:15-12:30 a.m. ....14. 
. Six Million Dollar Movie wiT!-Tv 

Wed. 10:00-12:00 m. 0... cece rnc ccvenss 14. 


TOP NETWORK SHOWS 


. Loretta Young Presents WTMJ-TV ........... 53. 
Pasty Came WEEE oasis cciccssescccecss 53. 
Bob Hope WIMI-TV ....c.ccccccccccccsess 51 
Tales of Wells Fargo WTMJ-TV ..........++- 41 
Wyatt Earp WISN-TV ... 2... eee ee ee ceees 40 
Restless Gum WEMI-TV 2.2.2 cccccccscccces 40. 
Father Knows Best WTMJ-TV .........-45++ 39 

. Shirley Temple Storybook WIrMJ-TV ......... 39. 
Geawe WHEY siicvcccccoccscvcccsccceses 38. 
Maal MisWage WHEE 2 cc wos cccccscsvvcses 38.2 


~_3 © 
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SEATTLE-TACOMA 


5-Station Market 
TOP SYNDICATED FILMS 


. Highway Patrol (Ziv) Komo-rv Thu. 7:00 35.8 
The Honeymooners (CBS) Kinc-TV Sun. 6:30 27.3 
. Gray Ghost (CBS) KiInG-Tv Sun. 6:00 ...... 27.2 
. Death Valley Days (Pacific-Borax) 
MOUSSE The, 9208 ccccccccccccccccccces 26.4 
. Sea Hunt (Ziv) KiIne-TV Sun. 7:00 .......+- 25.4 


6. Search for Adventure (Bagnall) 


~ 


oo 


10. 
1l. 
12. 
13. 


14. 
15. 


> wee 


ov 


awn = 


aaanw 


22 


ome 
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11. 
12. 
13. 


~ 
wn 


. Jungle Jim (Sereen Gems) wmMat-tTv Thu. 6:00 15.5 
. Woody Woodpecker (AAP) wmat-Tv Thu. 5:00 15.1 
10. 


BO BM, THOS ccccecccccccccccceses 22.9 


. Kingdom of the Sea (Guild) 


KOMO-TV Tue. 7:00, Sat. 6:00 .......cee0s 19.7 
. Silent Service (NBC) KING-TV Mon. 7:30 ....19.3 
. Sheriff of Cochise (NTA) Kinc-TV Sat. 7:00 18.8 
26 Men (ABC) Komo-TV Mon. 7:00 ........ 17.5 
Annie Oakley (CBS) Kine-tv Thu. 6:00 ....16.7 
Studio 57 (MCA) Kinc-Tv Fri. 7:00 ........16.6 
Championship Bowling (Schwimmer) 
KOMO-TV Fri. 10:00 ........0005> «++15.8 
Our Miss Brooks (CBS) komo-Tv M-Thu. 6:00 15.5 
Sky King (Nabisco) KiING-TV Tue. 6:00 ..... 12.6 
TOP FEATURE FILMS 
- Feature Film krno-Tv Sat. 10:00-12:00 am. 18.7 
Feature Film KING-TV Sat. 10:30-12:30 a.m. 14,1 
Armchair Theatre KING-TV Sun. 1:00-2:30 p.m. 11.7 
- Feature Film kino-Tv Fri. 10:45-12:30 am... 9.6 
. Sunday Movie Kimo-TV Sun, 3:00-5:00 p.m. .. 8.1 
TOP NETWORK SHOWS 
. Maverick KING-TV ... : ° ~~. 47.0 
Sugarfoot KING-TV “ Covcccecenvcesss 38.8 
Bob Hope KOMO-TY ... o+00-35.2 
Real MeCoys KING-TV ..........ssccsccces 34.6 
Wyatt Earp KING-TV ...... ccoscoecces 33.0 
Loretta Young Presents KOMO-TY occ c8k.8 
Tombstone Territory KING-TV . rrr? 
Ozzie & Harriet KING-TV . eecceece 31.4 
Colt .45 MING-TV on ccccccccccccccccscces 31,1 
. Restless Gun KOMOTV ...... ‘ o0cce SOT 
WASHINGTON 
4-Station Market 
TOP SYNDICATED FILMS 
- 26 Men (ABC) wMat-Tv Sun. 6:30 ........ 24.0 
. Highway Patrol (Ziv) wror-rTv Sat. 7:00 ...21.7 
. Science Fiction Theatre (Ziv) 
WMAL-TV Sun. 6:00 ......500055 cccvcetOee 
. Annie Oakley (CBS) wror-tv Fri. 7:00 ....17.5 
. Gray Ghost (CBS) wror-tv Sat. 10:30 ....17.2 
. Sheriff of Cochise (NTA) wro-tTv Thu. 7:00 ..16.9 
. Sheena, Queen of the Jungle (ABC) 
WMAL-TV Mon. 6:00 ....... 15.7 


Tales of the Texas Rangers (Screen Gems) 
WMAL-TV Sum. 5:00 ....ccccccccseccccess 13.9 
Sky King (Nabisco) wMaL-trv Wed. 6:00 ....13 
The Honeymooners (CBS) wre-tvy Tue. 7:00 13.6 
Last of the Mohicans (TPA) 

wro-Tv Wed. 7:00 ......... eeccecece ~ 213.7 


. Foreign Legionnaire (TPA) 


WMAL-TV Tue. 6:00 ...... oc cekl.4 


. Frontier Doctor (H-TV) wmat-tv Fri. 6:30 ..11.2 


TOP FEATURE FILMS 


1. Safeway Theatre WMAL-TV 10:30-12:45 a.m. 12.9 


om 


oo 


~ 


SeeCA anew 


. Oswald Rabbit Presents wror-tv 








Sun, 16:30-12:30 p.m. ohesevdccecaes 11.4 
. Early Show wrop-tv Sat. 5:30-7:00 p.m. ..10.1 
. Late Show wrop-Tv Sat. 11:15-1:30 am. .. 9.7 
. Late Show wrop-ty Fri, 11:15-1:45 a.m. .... 7.8 
TOP NETWORK SHOWS 
UNSMOKEG WTOP-TV «2.2 cece ence eeeceeees 2.2 
- Perry COMO WRO-TV ........seeeeeeeeeee e368 
> MMMUOMEM WEAEREY cc cccccccccccccccccess 3 
Bal) Tepe WROTE 2nccccccccccccccccccese 3.1 
Have Gun, Will Travel wror-Tv 3.0 
Restless Gun WRO-TV ......... 2.7 
Wyatt Earp WMAL-TV 2... 2.2.50 ence scnes 32.3 
Sugarfoot WMAL-TV .......-....+ occcece Bk 
. Tales of Wells Fargo wro-Tv pavcnees cal 
. Father Knows Best wro-Tv ....... . “ee 
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Spot (Continued from page 63) 


showed spots placed in 11:30-to-sign- 
off slots, Monday-Friday, had a better 
July cost-per-thousand than in Febru- 
ary. And, of course, year-round sched- 
ules entitle advertisers to 52-week 
discounts given by most stations. 


ALLIED ARTISTS 
PRODUCTIONS, INC. 


(Donahue & Coe, Inc., N. Y.) 

A one-week schedule of minutes and 
20’s ran last week in six New England 
markets. The promotion pushed a horror 
film titled Macabre. Good results could 
mean a continuation of schedules in 
other markets where film will play. 
Tom Hardy handled the buying. 


AMERICAN CHICLE CO. 
(Dancer-Fit=gerald-Sample, Inc., 
N.Y.) 

The maker of DENTYNE (also Rolaids, 
Clorets and other products) will cut 
back the schedules currently running in 
about 65 markets very shortly, laying off 
almost completely during the summer. 
Placements will probably be set in the 
fall again, as is customary. Jim Kearns is 
the Dentyne timebuyer. 


AMERICAN SESAME CO. 


(Grant Advertising, Inc., Dallas) 

A new party snack, SESATEEZ, has been 
awarded to the agency, and spot is 
reported testing in San Antonio. Later 
schedules are supposedly to be set in 
Dallas, Fort Worth, Tulsa, Atlanta, 
Oklahoma City and Denver. 

Jeanne Bertrand is the timebuyer. 


AMERICAN TOBACCO CO. 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

Schedules for PALL MALL cigarettes started 
last week in the top six national markets. 
Frequencies vary. Jack Canning is the 
timebuyer. 


ARNOLD BAKERIES, INC. 


(Charles W. Hoyt Co., Inc., N. Y.) 
Filmed 20’s and ID’s began late last 
month on WABC-TV and waBp New York 
and wtop-tv Washington, D. C., for 
ARNOLD BREAD’S new wrapper. 
Schedules are for four weeks. Doug Humm 
is the timebuyer. 


ATLAS SEWING CENTERS, 
INC. 

(Leo Jay Rosen Associates, Inc., 
Miami) 

About 80 per cent of this concern’s 
$l-million budget for the next year is 

to go into local tv spot, newspaper and 
radio, according to reports. Schedules will 
involve participation of 43 stores in 

20 states. Leo J. Rosen is the contact for 
the company’s main office in Miami, 
while All-State Advertising in Houston 
also handles some of the business. 


AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N. Y.) 


The schedules for this company are 
winding up this month in over 100 
markets, and there are no immediate plans 
for renewal. A summer hiatus is usual, 
with a return to the air early in 
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Personals 


WARREN STEWART has been promoted 


from broadcast supervisor to media director 





WARREN STEWART 


and has transferred from McCann-Erickson, 
New York, to the Marschalk & Pratt division 
of the agency in Atlanta. JAY SCHOEN- 
FELD, formerly a buyer, will take over Mr. 
Stewart’s job and will handle his accounts, 
which include American Rayon, Avis Rent- 

, Corn Products, Flit, Dorothy Gray, 
Lehn & Fink and Pertussin. JUDY BENDER, 
who has been named to replace Mr. Schoen- 
feld, will do the buying. 


FRANK HOWLETT, Falstaff buyer at 
Dancer-Fitzgerald-Sample, New York, is mov- 





FRANK HOWLETT 


ing to Lennen & Newell as buyer on Lorillard. 
He replaces LEN TARCHER, who has been 
promoted to associate media director and 
supervisor of all spot buying activity for 
L&N. WALTER HARVEY, formerly on 
Arrid at D-F-S, will now buy on Falstaff, 
and BILL SANTONI, originally scheduled to 
take on the agency’s new account, Hi-Pro, 
will handle Arrid, while LEE GAYNOR 
picks up Hi-Pro. 


AL PETCAVAGE and CHRIS LYNCH, 
recently appointed assistant vice presidents 
at Ted Bates, New York, will continue as 
media supervisors at the agency. 


HAL DAVIS has joined BBDO, New York, 
as timebuyer on Lever, General Mills (the 





HAL DAVIS 


Betty Crocker line-up), the New York Times 
and Eagle pencils. He was previously with 
Compton Advertising as timebuyer from 1956 
to 1958, at the then Erwin, Wasey as head 
timebuyer from °53 to °56 and before that at 
DCS&S and Benton & Bowles. 


EDWARD B. MacDONALD, formerly as- 
sociate director of media relations at Young 
& Rubicam, New York, has joined Look 
magazine as director of advertising planning. 





September. Approximately the same 
markets will be used in the fall schedule. 
Rudy Klagstad, media director, is the 
contact. 


B. T. BABBITT, INC. 
(Brown & Butcher, Inc., N. Y.) 


The BAB-O campaign noted March 10 as 
due begins this week in about 20 major 
markets. Schedules of day minutes, 

10-15 weekly, will run for about 12-13 
weeks. Ray Healy, media director, was 
buying while Rose Marie Vitanza 
vacationed. 


BEST FOODS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


Schedules of varying lengths should be 
getting under way just about issue date 
in several scattered markets for 
HELLMANN’S mayonnaise. Film minutes 


will run in both day and night slots. 
Ed Argow is the timebuyer. 


BON AMI CO. 
(Weiss & Geller, Inc., N. Y.) 


Four-week campaigns for a special 

nylon premium offer from BON AMI 
began March 17 in selected markets, 
with additions being made continually. 
The market total is now up to about 40. 
Some of the buys were cash, others 
were on a barter arrangement the company 
had worked out before coming to the 
new agency. Minutes and 20’s, about 
15-20 weekly, are used. Jack Geller is the 
timebuyer. 


BRISTOL-MYERS CO. 
(Doherty, Clifford, Steers & Shenfield, 
Inc., N. Y.) 


The new aerosol-powered IPANA 
TOUCH-n-BRUSH will be introduced to 








TERRE HAUTE 


AVAVa alton —t-hhel 


Where else in this whole country can you find a universe 
like this—a big, rich central market with such important 
satellites ? 


where else... 

—does a central market exert such an economic pull on 
sO many specific areas that are retail trading centers in 
their own right ? 

—will you find satellite markets that total 33% richer and 

4 bigger than the metropolitan trading zone itself? 

—do you find such a widespread marketing area covered 
from one central point . . . and only by television ? 

—can you buy just one station with no overlapping pene- 
tration by basic affiliates of the same network ? 

Only here — in Indianapolis on WFBM-TV—can you 

buy more honest market penetration, consumer influence, 

for fewer dollars expended than anywhere else. Now it 
will pay you well to take another, longer, better look! 


The Nation’s 14th Television Market 


.. with the only basic NBC coverage 
of 740,000 TV set owning families. 





OOMINGTON 


satellite? 





“Oe ndianapolis — Major retail area for 
17 richer than average counties. A million popula- 
tion— 339,100 families with 90°, television ownership! 


AO 2 Satellites—Each a recognized mar- 
keting area— with audited WFBM-TV audience of 
412,800 more television sets ! 


Represented Nationally by the KATZ Agency 


6 


-TV 


CHANNEL 


wree 


INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 
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the tv public with spot schedules in June 
in 100 markets. Charles Willard is the 
timebuyer. 


CALIFORNIA OIL CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


With $2 million earmarked for advertising 
the fact that CALSO gasoline will 
henceforth be known as CHEVRON in 
the east, nearly half that buget will go 
into spot video. The campaign will 

begin in late May and continue into the 
summer driving season. More than 20 
markets in a Maine-to-Virginia area will 
carry the spots. Trow Elliman is the 
timebuyer. 


CHEMICAL CORP. OF 
AMERICA 


(Lennen & Newell, Inc., N. Y.) 


At press time, FREE WAX was looking 
at avails for a reported “limited-market 
test campaign slated to get under way 
about mid-April in about 35 eastern and 
southeastern markets.” Timebuyer 
Marion Jones indicates, however, that 
constant checking is part of an over-all 
program and does not necessarily mean 
any increased campaign will take place. 


COLGATE-PALMOLIVE CoO. 
(Ted Bates & Co., Inc., N. Y.) 


FAB began some eight-week schedules of 
night minutes the middle of this month 
in a number of eastern markets. Some 
new markets were added and some active 
schedules bolstered with additional spots. 
Frequencies therefore vary. Gordon Dewart 
is the timebuyer. 


COLGATE-PALMOLIVE CO. 
(D’Arcy Advertising Co., Inc., N. Y.) 


At press time, HALO shampoo was check- 
ing availabilities in scattered top markets. 
ight minutes and 20’s were being 
considered for probably 13-week schedules. 
Buying should be nearly completed by 
issue date, as a May 5 start was planned. 
Frances Velthuys is the timebuyer. 


E. F. DREW & CO. 
(Donahue & Coe, Inc., N. Y.) 


Schedules of day and night minutes and 
20’s kicked off last week in eight markets 

for TRI-NUT margarine. Saturation 
frequencies will run for eight weeks. The 
markets are Boston, Manchester, Hartf..d, 
New Haven, Cleveland, Cincinnati, 
Columbus and Dayton. Art Topol is the 
timebuyer. 


ELMER CANDY CO. 


(Walker Saussy Adv., Inc., 

New Orleans) 

It’s reported that schedules for 

GOLD BRICK candy are being considered 
in Dallas, Houston, Baton Rouge and 
Lake Charles, La. Live minutes would run 
through June, July and August in 
daytime periods. Joseph Shields is the 
contact. 


EMERSON DRUG CO. 


(Warwick & Legler, Inc., N. Y.) 
BROMO SELTZER is active again with 
schedules of predominantly night minutes 
kicking off last week in a number of 
scattered top markets—Washington, 
Milwaukee, Chicago, etc. The campaign 
is set for 16 weeks, with additional 

buys being made on a market-by-market 
basis. Joe Hudack is the timebuyer. 
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ol Israel, timebuyer at Al Paul 

Lefton, New York, recently 
voiced a common frustration of media 
people when he said, “The problems in 
working on the bigger accounts are 
frequently so involved that the buyer 
is never really sure if it is his adver- 
tising plan which has resulted in the 
solution. When you work out a prob- 





lem, you can’t know completely if your 
plan was successful, and if it was, you 
can’t gauge the degree of the success.” 
Mr. Israel pointed out that there are so 
many interacting contingencies, plus 
outside factors such as sales force, tim- 
ing and distribution, that there can 
never be a clear definition of accom- 
plishment. 

This expression of desire for job ful- 
fillment seems paradoxical in a man 


© e© © ee ee e« e« SOL ISRAEL 
whose manner is relaxed, casual and 
friendly. And yet he likes advertising 
because “it’s a stimulating business 
with nevei-cnding problems; you learn 
every aspect of the client’s operations. 
And too, timebuying properly applied 
requires imagination. Buyers try to be 
more than glorified accountants. In 
fact, it is for just that quality—imagi- 
nation—that the advertiser goes to the 
agency. If only numbers mattered—not 
creativity—IBM could probably do a 
better job.” 

Mr. Israel was graduated from City 
College in New York, where he ma- 
jored in advertising and marketing. He 
joined the then Biow Co. in research, 
went into media buying for Philip 
Morris on network tv and then went 
completely to spot. When the cigarette 
account moved to N. W. Ayer in early 
1956, Mr. Israel moved with it. On 
Jan. 2 of this year, with the Ayer 
media department asked to choose be- 
tween Philadelphia and New York, he 
chose the latter and came to Lefton. 

At 27, Sol Israel is chief timebuyer 
on New York accounts at the agency, 
including Martinson’s coffee, Loft’s 
candy, the Greater New York Associa- 
tion, B.V.D. and B. Manischewitz. He 
has a wife and two children and, though 
living in the Bronx at present, he hopes 
someday to join the Connecticult. 





GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


The picture with INSTANT MAXWELL 
HOUSE is one of activity, perhaps 
confusing activity to all but the agency 
and client. Reports indicate a cutback of . 
schedules in some markets, additions and 
new placements in others. Most of the 
schedules are brief. Grace Porterfield is 
the timebuyer. 


GENERAL MILLS, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


Spot schedules begin the first of May 
for a new cereal from this company. 
Introductory campaigns of minutes and 
20’s will run in 20 markets in 14 eastern 
and New England states for HI-PRO. 
Daytime spots will be used to reach 
women, with some night spots aimed at 
the family. Lee Gaynor is the contact. 


GENERAL MILLS, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


Nine southern markets began three-week 
schedules last week for GOLD MEDAL 


flour. Both day and night minutes, 20’s 
and ID’s are running with a frequency of 
20-25 spots per week. Dick Boege is the 
timebuyer. 


GLENN CHEMICAL CO. 
(Mohr & Eicoff, Inc., Chicago) 


The agency has just been appointed to 
the account of an insect repellent 
ingredient, TABUTREX. A total budget 
of $180,000 is set, with some spot tv 
included in the plans. Hal Eicoff is the 
contact. 


GOLD MEDAL CANDY CORP. 
(Emil Mogul Co., Inc., N. Y.) 


A four-week campaign in selected major 
eastern and midwest markets began last 
week for BONOMO’s taffy. The schedules 
feature a Disneyland contest and run 

in and around kid shows. Joyce Peters 
is the timebuyer. 


HAMPDEN BREWING CO. 
(Daniel F. Sullivan Co., Inc., Boston) 


This account was taken over by the 
agency the first of the year and reportedly 
will be increasing the brewery’s schedules 























Venard, Rintoul & McConnell, Inc. 








has had a substantial increase 
in billings every year. 




















GROWTH 


This kind of record is achieved by experienced selling — and 
hard work. Every man on our staff is a salesman. 


We are proud of the growth record of our stations. 


See us at the NAB Convention. 


VENARD, RINTOUL & McCONNELL, INC. 


579 Fifth Avenue, New York City 
Station Representatives 


NEW YORK * CHICAGO * LOS ANGELES * SAN FRANCISCO * DALLAS 
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thro ut Massachusetts and Connecticut. 
W. H. Sullivan is the contact. 


HENDERSON 
SUGAR REFINERY, INC. 


(Walker Saussy Adv., Inc., 

New Orleans) 

A 13-week schedule for SUPERFINE 
SUGAR has been reported purchased on 
WpDAM-TV Hattiesburg, Miss. Two ID’s a 
week are set. Joseph Shields is the 
contact. 


HOUSE OF 

WORSTED-TEX, INC. 

(Peck Advertising, Inc., N. Y.) 

This clothing manufacturer is contemplat- 
ing a film for distribution to local dealers 
who would buy their own spots. The 
situation is “iffy” now, but might 
crystalize in time for a fall campaign in 
major markets. Lee Garfield is the 

agency account executive. 


HUDSON PULP AND 
PAPER CORP. 


(Norman, Craig & Kummel, Inc., 
N.Y.) 

Schedules of ID’s and 20’s began the 
first of the month in 25 markets along 
the eastern seaboard where the company 
has distribution for bathroom tissues and 
paper napkins. Placements will continue 
into June. Renee Ponik is the timebuyer. 


INTERNATIONAL SHOE CO. 


(Krupnick & Associates, Inc., 

St. Louis) 

The fall schedule for the company’s 
POLL PARROT shoes has been announced 
as including spot tv in 93 markets. 
Children’s shows are purchased custom- 
arily. Fred Wuellner, media manager, is 
the contact. 


ITALIAN SWISS COLONY 
WINES 


(Honig-Cooper & Miner, 
San Francisco) 


A high-frequency spot schedule is being 
used in scattered markets to introduce 





Vince DeLuca buys on all accounts out 
of the New York office of Erwin Wasey, 
Ruthrauff & Ryan. 
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Agency Changes 


The past several weeks have been ex- 
tremely active in agency-advertiser re- 
alignments and appointments, with both 
major and minor video accounts in- 
volved. 

Lanolin Plus moved its $2-million 
advertising budget to the Chicago office 
of Erwin Wasey, Ruthrauff & Ryan, 
Inc., after spending just 10 months with 
Kastor, Farrell, Chesley & Clifford, Inc. 
The first jobs of EWRR will be to de- 
velop improved market distribution 
and set up a research program that 
would lay a base for future advertising 
campaigns. 

The reported $114-million account 
of Eversharp-Schick injector razors has 
switched to Compton Advertising, Inc., 
leaving Cunningham & Walsh. Ever- 
sharp was once strong in tv with its 
long-time “push-pull, click-click” theme, 
but has been relatively quiet of late. 

Fuller & Smith & Ross has acquired 
the Waring Products Corp. account, 
which was resigned by Anderson & 
Cairns, Inc. early this year. The com- 
pany, with billings estimated at $500,- 
000 yearly, manufactures small appli- 
ances such as food mixers, irons and 
Shavex converters. 

A number of products from Chese- 
brough-Pond’s, Inc., have been switched 
around among the company’s agencies. 
William Esty Co. has been newly ap- 
pointed to take over Vaseline Petro- 
leum Jelly. McCann-Erickson, Inc., con- 
tinues to handle all other Vaseline prod- 
ucts and Pertussin cough syrup. Comp- 
ton Advertising, Inc., will take over 


Pond’s Angel Skin and continue to 
handle Valcream. J. Walter Thompson 
Co. will continue on all other Pond’s 
products and, along with McCann, has 
been assigned some new products. 


Doherty, Clifford, Steers & Shenfield, 
Inc., which added Noxzema shaving 
creams just last month, was awarded 
the C. F. Mueller account, which has 
been at Calkins & Holden since late 
1956. Mueller makes macaroni and 
noodle products and reportedly bills 
$750,000 yearly. 

Sullivan, Stauffer, Colwell & Bayles, 
Inc., which already handles Best Food’s 
Hellmann’s mayonnaise and several 
other products, has been appointed 
agency for the company’s Rit products. 
Included are Rit dyes, Easter-egg colors 
and Shinola shoe polishes. 


Still unassigned at press time are the 
new agencies for Max Factor & Co. 
(which split last month with Doyle 
Dane Bernbach) and the Frigidaire 
division of General Motors Corp. The 
GM account left Kudner Agency, Inc., 
along with G.M.C. Trucks which has 
just been placed at McCann-Erickson. 
The G.M.C. billing is estimated at $1-2 
million. 

Vel Powder (worth about $134 mil- 
lion in billing), which was taken from 
Lennen & Newell in February to allow 
the agency to concentrate on Colgate’s 
liquid Vel, has gone to Norman, Craig 
& Kummel, Inc. Another Colgate prod- 
uct, new and undisclosed, was placed 
with McCann-Erickson. 





SILVER SATIN wine. John W. Davis 
handles the buying. 


JAPANESE CANNED 
CRABMEAT SALES CO., LTD., 
OF TOKYO 


(Gotham-Vladimir Adv., Inc., N. Y.) 


The summer campaign for the company’s 
KING CRABMEAT begins late next month 
in about the same markets used for the 
recent Lenten schedules. These included 
New York, Chicago, Boston, Philadelphia, 
Los Angeles and San Francisco. Daytime 
minutes on home-economics shows are 
usually purchased. Schedules run eight to 
nine weeks, with 13-week contracts 
covering a four-week period for next year’s 
Lenten season. Cy Kagan is the 
timebuyer. 


S. C. JOHNSON & SON CO., 
INC. 


(Benton & Bowles, Inc., N. Y.) 


As noted in the last issue, the 
introductory campaigns for PLEDGE got 
under way last week. Daytime minutes 
and ID’s are being used in varying 
frequencies, with schedules running about 
eight weeks in most markets. Around 

60 top markets make up the list. 

Pete Berla is the timebuyer. 


KING KONE CORPORATION 
(Richard K. Manoff, Inc., N. Y.) 


Spot schedules on four scattered stations 
began last week for PIZZA-RINO, a new 


“bite-size pizza.” Filmed 20’s are aimed 








BRB soccia en 
ROVES 


“Only sunshine reaches 
more homes in this 


BILLION DOLLAR 
MARKET" 


In Metropolitan 
> Baton Rouge WBRZ 


Share of sets-in-use summary, sign-on to sign-off, 
7 days a week—Sunday through Saturday 























In Baton Rouge 
total TV area 


Station share of audience summary, 
sign-on to sign-off, 7 days a week 
—Sunday through Saturday 


23 of the top 25 shows in the Metropolitan 
Baton Rouge area are on WBRZ-ABC-NBC! 
—and look at these facts from ARB! 


Metropolitan Baton Rouge (Monday through Friday) 


sign-on WBRZ - 60.4 Noon to WBRZ-66.5 6 p.m.to WBRZ - 60.9 
tonoon Station B - 37.7 6PM. Station B - 31.9 Midnight sation B - 37.4 
Total TV Area (Monday through Friday) 


sign-on WBRZ -83.2 Noon to WBRZ-80.9 6 p.m. to WBRZ-76.2 


tonoon Station B - 16.8 6P.m. Station B - 19.1 Midnight station B - 23.8 


WBRZ: 2 


BATON ROUGE, LOUISIANA 


Represented by Hollingbery 
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KMTV Experiment 


Television’s potentiality as a di- 
rect sales medium may be brought 
into sharper focus by an experi- 
ment recently undertaken by 
KMTV Omaha. The station has 
distributed self-mailing tv mail- 
order books designed to encourage 
viewing of a weekly series of 35 
live one-minute commercials spon- 
sored by the J. L. Brandeis Co., 
Nebraska’s 


store. 


largest department 


The books provide recipients 
with detailed instructions for or- 





Contributors to a new concept in 


television advertising are (l.-r.) 
Jim Ziegenbein, account executive, 
Bozell & Jacobs; Richard K. 
Einstein, Brandeis vice president 
in charge of advertising; Edward 
F. Pettis, Brandeis  secretary- 
treasurer, and KMTV account ex- 


ecutive Dick Charles. 


dering items mentioned on the 
commercials. A number is also in- 
serted in each book offering view- 
ers a chance for prizes. During the 
commercials, a number is shown, 
and the viewer holding the cor- 
responding book number is 
awarded as a gift the item cur- 
rently being advertised. 

The long term Brandeis-kmMTv 
contract represents the biggest 
package deal in Omaha tv history, 
as well as the department store’s 
initial use of television as an ad- 
vertising medium. The heavy 
schedule was placed through 
Bozell & Jacobs Advertising 
Agency of Omaha. In addition 
to the advertising-merchandising 
campaign, the store will use spe- 
cial charts to measure the results 
achieved by each commercial. 
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at the kids and are running in Popeye 

and cartoon shows on WPIX and WCBS-TV 
New York, Kyw-tv Cleveland and wBNs-Tv 
Columbus. Similar buys will be made in 
other markets, depending on distribution 
and the results of the initial schedules. 
Bob Kibrick, media director, is the contact. 


KLM ROYAL DUTCH 
AIRLINES 


(Erwin Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 


Spot tv is currently not a part of the 
campaign that broke early this month for 
the airline, although it’s being considered 
for some markets in the future. News- 
papers and spot radio are being used at 
present, with tv coming under “budget 
consideration.” Vince DeLuca is the 
timebuyer. 


THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


More than $% million will go into video 
spot this summer for the company’s 
iced-tea promotion. Schedules should start 
early next month in the south, with the 
northern areas being added as they get 
warmer. Campaigns will vary from six to 
10 weeks in a large number of markets. 
Tom Comerford and Marie Money handle 
the buying. 

PARTI-DAY, INC. 

(D’Arcy Advertising Co., Inc., 
Chicago) 

This manufacturer of flavored dessert 
toppings will be using spot to introduce 
the produc’ in May, starting in Chicago 
and expanding on a market-by-market 
basis. Jim Wilson is the account supervisor. 


PIONEER FOOD STORES 
(Robinson, Adelman & Montgomery, 
Inc., Philadelphia) 


The agency was recently appointed to the 
account, which has 512 Mom & Pop 
grocery stores in the Philadelphia market. 
Some local tv might be forthcoming in 
the near future. Ed Uhler is the media 
director. 


The appointments of new tv-radio 
directors were recently individually 
announced by a trio of advertising 
agencies. Dan Blahut (left) has taken 
the post at Parkson Advertising, Inc., 
New York. He has been with the agency 
as assoc’ate tv-radio director and served 
in similar positions jor Raymond 





Rate Increases 


Rate increases reported by the 
networks include: 


ABC-TV has increased the 
basic hour rate of Kvip-Tv Red- 
ding, Cal., from $225 to $275; 
KIDO-TV Boise, Idaho, from $200 
to $225. 

CBS-TV has increased the 
basic hour rate of wcBI-Tv Co- 
lumbus, Miss., from $50 to $100; 
wisc-Tv Madison, Wis., from $500 
to $600; KTvA Anchorage, KTVF 
Fairbanks and KINY-Tv Juneau 
from $250 to $275. 

NBC-TV has increased the basic 
hour rate of wiw-c Columbus, 
Ohio, from $1025 to $1100; Kibo- 
TV Boise from $200 to $225; 
wtvo Rockford, Ill, from $300 
to $325; KMJ-Tv Fresno from 
$550 to $600; wsRz-Tv Baton 
Rouge from $400 to $450; wkJc- 
Tv Ft. Wayne from $475 to $525. 





REVLON PRODUCTS CORP. 
(Emil Mogul Co., Inc., N. Y.) 


Test schedules began about the first of 
the year in three markets (not the 
company’s usual -west-coast ones) for 
CLEAR-O-DAN shampoo. They are placed 
for “long term” runs, and there are no 
immediate plans for discontinuing or 
expanding them. Ed Tashjian is the 
timebuyer. 





Spector Co., Inc., and Peck Advertising, 
Inc., Ralph A. Borzi (center) has moved 
from an account-executive assignment 
to the directorial post at Griswold- 
Eshleman Co., Cleveland. In Philadel- 
phia, Leonard Stevens (right) has 
joined Weightman Advertising, Inc., 
as its tv-radio director. 














minute 
counts 


Every announcement, 
every element of programming that you donate 
counts in the 1958 Cancer Crusade. 
Our Crusade messages could help those 
stricken by cancer seek treatment before it is too late. 
Time is vital in the saving of human lives. 
Your cooperation also helps raise funds which will 
bring the ultimate conquest of cancer that much closer. 
Here’s how we can help you help us. 
RADIO: Free transcribed spot announcements; spot announcement copy; transcribed 
shows. We provide full programming, plus inserts for already established programs. 
TELEVISION: Free 20-second and 1|-minute film spots, including stars, news, weather 
and sports spots; flip board slides and telops; copy for live announcements. For furthe 
information, consult the American Cancer Society Unit in your community or write to: 


AMERICAN CANCER SOCIETY / Radio and Television Section 
521 West 57 Street, New York 19, New York ¥® 
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WSAZ-TV 


DELIVERS TO YOU A 


46.9% 


SHARE OF AUDIENCE 
in the Combined 


HUNTINGTON-CHARLESTON 
MARKET 
*Based on Feb. 1958 
Huntington-Charleston ARB 







CHANNEL @ 


HUNTINGTON-CHARLESTON, W. VA. 


Affiliated with Radio Stations 
WSAZ, Huntington 6 WKAZ, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 

C. TOM GARTEN, Cc cial M. 


Represented by The Katz Agency 




















KDUB-TV 


LUBBOCK, TEXAS 


KPAR-TV 


ABILENE - SWEETWATER 


KEDY-TV 


BIG SPRING, TEXAS 
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Gerald Levey, assistant to the associate 
media director, buys for several Park- 
son Advertising, Inc., clients. 


SQUIRT CO. 


(Harrington, Richards & Morgan, 
San Francisco) 


The west-coast division of Fletcher D. 
Richards Inc., N. Y., is reportedly 
planning dealer aids that would include 
spots for SQUIRT. Local deaiers will 
handle buying in the spring drive 
promoting a new bottle-shape. 

Ray Morgan Jr. is the account executive. 


STANDARD BRANDS, INC. 
(Compton Advertising, Inc., N. Y.) 


The INSTANT CHASE & SANBORN 
schedules which were set the middle of 
January for 13 weeks are being continued 
indefinitely. Minutes and 20’s are being 
used in a large number of markets. 

No additions or deletions are planned. 
Bob Liddel is the timebuyer. 


STERLING DRUG CO. 
(Dancer-Fitzgerald-Sample, Inc., 


Amplifying last issue’s item on PHILLIP’S 
MILK OF MAGNESIA, the company has 
apparently adopted an in-and-out policy. 
It's placing six-to-eight week schedules 

in scattered markets of various sizes— 
Los Angeles, St. Louis, Florence, S. C., 
etc. Minutes and 20’s are being 

with starting dates throughout this month. 
Bob Bruno is the timebuyer. 


WHITEHALL PHARMACAL CO. 


(Ted Bates & Co., Inc., N. Y.) 


An asthma-relief product, PRIMATEEN, 
will begin appearing in spot schedules in 
a “large number” of markets next month. 
The placements will run through the 
summer and/or hay-fever season. Just two 
years old, the product was on network tv 
last year, but is switching to spot this 





LET US BE YOUR 
NEW YORK OFFICE 


~~ 
24-hour, 7 days a week, service | 







specializing in tv and radio industry. 
PLAZA 9-3400 


Telephone Message Service 
222 =. 56th St., New York City 


season. The reasoning is that it’s not 
allowed on sale in a number of markets, 
and spot affords greater flexibility. 

Nat Gayster handles the buying. 


J. B. WILLIAMS CO. 
(Parkson Advertising, Inc., N. Y.) 


Although reported elsewhere that a 
summer spot campaign was in the works 
for SKOL suntan lotion, timebuyer 

Ruth Bayer states the product will be 
advertised only on network programs. As 
Williams uses a large number of network 
shows, the various products made by the 
company switch in and out of them 
frequently. No ciiange that would result 
in spot being used to greater extent is 
contemplated for the present. 





Compton Move 


In a move designed to give ex- 
panded facilities for its Los An- 
geles branch, Compton Advertis- 
ing, Inc., has taken over two floors 
at 6505 Wilshire Blvd. for its tv- 
radio, consumer and _ industrial 
divisions. The divisions were at 
separate addresses previously. 





Visiting Compton Advertising’s 
new Los Angeles offices are (l. to 
r.) Waldo H. Hunt, v.p. and man- 
ager, L. A.; Thomas Santacroce, 
v.p. and Pacific Coast manager; 
Edward Keeler, v.p. in charge of 
industrial division, L. A., and Bar- 
ton A, Cummings, agency presi- 
dent, from New York. 


Placing all operations beneath 
one roof is expected to give greater 
efficiency within the rapidly ex- 
panding agency. (According to 
recently published figures, Comp- 
ton’s 1957 billing was $70 million, 
as compared to $4514 million in 
1955.) A recent merger and sev- 
eral new account acquisitions 
necessitated the agency’s move to 
larger quarters, its third in less 
than three years in Los Angeles. 











LOOK at these bew reales 


AFTERNOON 
“BINGO-at-HOME" 
3:30 to 4:30 P.M. Monday thru Friday 
1 min. or 20 sec.: 1 a week $ 
3 a week .... 


Starts April 21, 1958 


NIGHT 
“BINGO-at-HOME" 
7:00 to 8:00 P.M. — Mon., Tues., Thurs., Fri. 
8:30 to 9:30 P.M. Wed. 
1 min. or 20 sec.: 1 a week 
3 a week .... 


in, 
FOR PRICES ON 15 OR 30 MINUTE SEGMENTS CALL: , Produced By: 
FORJOE TV, INC. Nationally ’ STONE 


Associates 
or : i 595 Madison Ave. 


D ‘y N.Y.C., N.Y. 
GORDON MOORE, Sales Manager ; 
NAtional 3-8061, Manchester, N. H. 


WMUR-TV 


NORMAN A. GITTLESON, Executive Vice President and General Manager 
MANCHESTER, NEW HAMPSHIRE 
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BYRON FERRIS 


as impossible as trying to sell Portland without 


KPT 12 


An artist needs more than one layout in his bag of tricks, but smart 
media buyers need know but ONE television station to sell Oregon and Southwest 
Washington. KPTV leads in more quarter-hour firsts than any other 


Portland station*...and the cost-per-thousand is less. 


K 
Oregon's FIRST Television Station « Represented Nationally by the Katz Agency, Inc. « Schedu/e Faortand, Oregon 


*January 1958 Pulse (when all stations were on the air) Ww 
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Washington Memo 


COMMUNICATIONS SAILOR. When 
President Eisenhower submitted the 
name of John S. Cross as a member of 
the Federal Communications Commis- 
sion, he was appointing a man with 26 
years of experience in communications 
—a man who even in his days in the 
Navy (from lieutenant commander to 
captain) regarded himself in the image 
of a civilian communications executive. 

In his résumé of experience, Mr. 
Cross described his wartime Navy 
duties in terms of planning, providing 
and maintaining communications equip- 
ment for Navy installations throughout 
the world, then added this comment: 

“This job was comparable to that of 
an operating vice president of a large 
wor.dwide communications organiza- 
tion . . . Our work utilized the most 
advanced practices available in the 
communications art, and in addition we 
maintained extensive research activities 
in a continual effort to improve our 
facilities. Accordingly, I had a fairly 
comprehensive and up-to-date knowl- 
edge of electronics as they applied to 
communications.” 

Mr. Cross thus prides himself on his 
technical know-how in communications 
and electronics, qualifications not 
always regarded as indispensable in 
some previous appointments to the 
FCC, where administrative skill or 
political contributions were more 
esteemed. 


CROSS PURPOSES. Mr. Cross’s résu- 
mé to the Senate Commerce Committee, 
supplemented by his own testimony be- 
fore the committee, presents a picture 
of a career government official dedi- 
cated to lifelong service in telecom- 
munications, with technical experience, 
an abhorrence of gifts or honorariums 
by the industry he will help to regulate, 
support of educational television and 
an open mind on the question of sub- 
scription television. 

As assistant chief of the State De- 
partment’s Telecommunications Divi- 
sion, he participated in more than a 
score of international conferences as a 
policymaker. Something of his philoso- 


phy emerges from his own description 
of his activity in this field: 

“International telecommunication, 
particularly international radio-com- 
munication, is so technical, and the 
various segments which go to make up 
the whole are so interrelated, that we 
have found it impossible to formulate 
adequate United States policy in this 
field without maintaining the closest 
possible technical liaison with govern- 
ment and industry in the day-to-day 
handling of the problems. We have oc- 
casionally been asked why does the 
State Department concern itself with 
the technical phases of the work? Why 
not rely on the other government agen- 
cies, particularly the FCC, for our tech- 
nical assistance? 

“The answer is we do consult with 
these agencies and with industry con- 
tinually, but the whole field is a tech- 
nical one. and the technical phases are 
so meshed with the political phases, that 
it is impossible at times to separate the 
two. Accordingly, it is necessary to 
keep continually abreast of the tech- 
nical phases in order that policies can 
be formulated which can be success- 
fully implemented internationally from 
a political standpoint.” 


WIDE RANGE OF VIEWS. Two of the 
most important international confer- 
ences in which Mr. Cross participated 
were the North American Regional 


Broadcasting Agreement (NARBA) 
and the U. S.-Mexican Broadcasting 
Agreement. The latter meeting brought 
Mr. Cross into close association with 
FCC commissioner Rosel Hyde, who 
served as chairman of the U. S. dele- 
gation. Mr. Cross was vice chairman. 

The Senate committee dealt firmly 
but fairly with Mr. Cross in eliciting 
his views on a wide range of currently 
controversial topics on television regu- 
lation. Of immediate concern, in the 
light of deposed commissioner Richard 
Mack’s experience, were Mr. Cross’s 
views on the broad question of influence 
and “pressure.” 

He stated flatly that he would resent 
any attempt to influence his vote on any 
case pending before the FCC, from 
whatever source inside or outside the 
government, but he agreed that a con- 
gressman had a perfect right to inquire 
about a case on behalf of a constituent. 
The answer appeared to satisfy all fac- 
tions on the committee — especially 
when he added that he was aware that 
the FCC was legally an agency directly 
responsible to Congress. 

Diversification of ownership of tele- 
vision stations, long a controversial 
topic, was also handled deftly by Mr. 
Cross. His position: he had no pre- 
conceived ideas on the subject, saw 
nothing basically wrong in a news- 
paper owning a station, but that the 
public also had a stake in getting as 
many points of view as possible. 

Mr. Cross said he found some tv pro- 
grams rather grim, but stated emphat- 
ically that neither Congress nor the 
FCC should try to act as a program 
censor. 
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Service (Continued from page 35) 
which the average station in this classi- 
fication gave in public service in 1956. 

Larger stations, those with Class A 
hourly rates between $901 and $1,500, 
averaged to give 5,614 announcements 
and ID’s in 1957. Total value of these 
came to $570,304. This type station 
averaged to carry 892 programs, last- 
ing 295 hours during the year. Value 
of these programs came to $162,299. 
Value of time of personnel totaled 
$15,375. 

Total donated during the year by the 
average station in this class came to 
$741,978, a big increase over the $607,- 
710 of a year earlier. 

Largest stations, those with Class A 

hourly rates of more than $1,500, gave 
the most ID’s and announcements of 
any classification. The average station 
gave 6,789 during the year. Value of 
these ID’s and announcements totaled 
$1,274,473 for the average station in 
this classification. In the program divi- 
sion the average was 835 for the year, 
which occupied a total of 267 hours of 
time. Value of these programs was 
$326,310 on the average station, while 
the value of time of personnel devoted 
to public-service programming aver- 
aged $52,685. 
. Total value of time and talent for the 
average station in this classification 
during 1957 came to $1,653,468, a 
rather sharp decline from the 1956 
average which was $2,135,858. 





Murray Carpenter adds his signature 
to that of William H. Rines (seated) 
as a sales agreement is reached for pur- 
chase of w-two Bangor by the Maine 
Broadcasting Co. Mr. Carpenter is 
owner and president of the station and 
Mr. Rines vice president and managing 
director of Maine Broadcasting which 
also owns WCSH-TV-AM Portland and 
WRDO Augusta. 
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While a leveling-off in public-service 
donations by commercial television sta- 
tions is inevitable, the three years of 
quarterly surveys conducted by TV AGE 
indicate that it has not yet been reached 
nor is the end in sight. 

One trend seems apparent, however, 
and that is toward making public-serv- 
ice programs better and better, result- 
ing in higher and higher ratings for 
them. 





Practical (continued from page 43) 


groups. Other cities were visited to 
get background information. 

After 3,600 man hours, 4,500 travel 
miles and 10,000 feet of film, wBz-Tv 
had a half-hour documentary. 

The film was aired in prime time, 
7:30 to 8 p.m. It pulled a rating of 
17.4, beating a local syndicated show 
on the other station. The show was 
repeated a short time later. It got 
an audience of 500,000 the second 
time around, making a total of more 
than a million viewers. 

There was unusual newspaper sup- 
port. Besides columns by local critics, 
every Boston newspaper carried edi- 
torial-page comment. St. Louis, Dallas 
and Washington, D.C., have requested 
the show for programming. 

Out of the 10,000 feet of film, 
WBZ-TV managed to get some highly 
imaginative stuff. There were well- 
handled close-ups and pan shots of 
the city “built for another time, 
another way of life.” There was, for 
instance, a close-up of a tenement 
window with a passing elevated train 
roaring in the background and re- 
flected in the window. 

Still shots were used to show the 
city in decay. A nicely integrated 
script had both facts and drama. Facts: 
Boston’s tuberculosis rate is twice that 
of the national average, seven times 
the national average in slum areas. 
Drama: actual voices of slum dwellers 
discussing their environment. 

Down in Atlanta they have been 
coming on with more programming 
starch than you'll likely find in a soap 
opera. And, from all indications, the 
audience knows it. 

News director Ray Moore of wsB-TV 
in the southern city described and 
demonstrated a current public-service 
project of his station. 





+ 


Louis S. Simon (l.) has been named 
general manager of KPIx San Fran- 
cisco, Westinghouse Broadcasting Co. 
o.&o., it has been announced by WBC 
president Donaid H. McGannon and 
Philip GC. Lasky (r.), executive in charge 
of west coast radio and television for 
the group. The move is designed “to 
free Phil Lasky of the direct and daily 
activities of station management and 
allow him to devote his full time and 
creative and administrative energies to 
long-range planning and execution of 
WBC community service efforts,” Mr. 
McGannon announced. Mr. Simon be- 
came sales manager of KPIX when it 
went on the air in 1948. 





Titled The Road Back, the series is 
dealing with mental health, alcoholism, 
delinquency, unwed mothers and other 
social problems. 

A mental-health show using film 
shot at an asylum was aired on Sun- 
day at 3 p.m. Mr. Moore says the 
station expected a six rating. The show 
pulled a 19.1 for both quarter-hours, 
against ratings of two and three. 

Ma Perkins never opened like this 
half-hour. It showed a young boy, 
nearly hopelessly depressive, getting 
electric shock therapy. Two other 
scenes showed a patient suffering an 
arterial disease, and a schizophrenic 
patient. The first could speak only 
four words. They were carried on the 
sound track. The second spoke in- 
cessantly—a touchingly tragic gib- 
berish. 

And wsB-Tv inserted its own drama. 
There was a dance sequence showing 
a brief time of happiness for pa- 
tients. It was followed by a shot of 
lonely feet moving down a dark hall- 
way to the asylum dormitories. Later 
sequences on the Spartan drabness of 
the living quarters must certainly have 
moved viewers toward reform. 

(Continued on page 80) 
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Programs Continued from page 41) 


public interest during 1957. 

The Crosley outlet bases this belief 
on the more than 700 cards and letters 
of approval received from its viewers, 
and also on the conviction that the 
program encouraged tolerance in the 
general public through greater under- 
standing of a religious faith, since the 
ceremonies were explained in detail 
for the benefit of the non-Catholic au- 
dience. 

wJw-Tv Cleveland, in conjunction 
with the Home Builders Association of 
Greater Cleveland, recently inaugu- 
rated School for Home Buyers as a 
feature of Alice Weston’s program. 
Conducted by Miss Weston and Jim 
Leibrock as a public service, this ses- 





Practical (Continued from page 78) 


wBNs-TV Columbus, Ohio, has an 
hour-long public-service show that has 
outlived Just Plain Bill. Town Meeting 
started on radio and is now going 
strong in tv. It’s been on the air for 
almost 20 years. 

John Haldi, the station’s program 
manager, was on hand with sequences 
from a recent Town Meeting that 
helped clear up a local controversy. 

Sitting in panel were the president 
of the Columbus Chamber of Com- 
merce, the head of a trucking firm and 
the head of the Farm Bureau Federa- 
tion. They were taking pot shots at 
the new state highway commissioner. 
The latter had come to his post over 
the protests of many citizens because 
he was from out-of-state. During the 
second half-hour, viewers had oppor- 
tunity to phone in a few shots of their 
own at the new man (calls are screened 
before the questions are aired). 

To give the proceedings variety, 
there were cuts to phases of road 
work while they were being discussed. 

Besides shows of a general public- 
service nature, the Westinghouse Bal- 
timore Conference went into news, 
editorialization, selling of public-serv- 
ice shows, religious shows, children’s 
shows, science shows and the publi- 
cizing of public-service programs. In 
every case, the programs were notably 
anti-glycerine, and in most cases there 
was circumstantial evidence that the 
audience was quite aware of it. 
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sion is the first of its type to be tele- 
vised anywhere in the nation, accord- 
ing to the station, and is under the co- 
sponsorship and supervision of the 
Cleveland HBA. 

Designed to acquaint heme seekers 
with the basic elements of purchasing 
a home, and following the fundamental 
outline as developed by the NAHB Na- 
tional Housing Center in Washington, 
the weekly tv sessions cover home 
financing, construction, design and 
maintenance, and feature outstanding 
experts in the fields of financing and 
home building. 

“In our opinion,” states Carl Pehl- 
man, program director of KKTv Colo- 
rado Springs, “the presentation called 
Youth Looks at Careers was the most 
efficacious series of public-service pro- 
grams carried on our station last 
year.” Each Sunday from 4 to 4:30 
p-m., starting on Sept. 29 and run- 
ning through Jan. 15, KKTV offered, in 
cooperation with 11 high schools and 
colleges in the area, guest speakers and 
experts on career subjects who com- 
mented on the personal, physical and 
educational requirements, the oppor- 
tunity for employment and advance- 
ment, the nature of the work, the ad- 
vantages and disadvantages and the 
social and economic aspects of their 





Bill Swanson (l.) has been named gen- 
eral manager of KTUL-TV Tulsa by 
James C. Leake, president of Griffin 
Grocery Company’s radio and tv inter- 
est. Mr. Swanson assumes the duties 


previously handled by Mike Shapiro, © 


vice president and general manager, 
who has resigned to become station 
manager of WFAA-TV Dallas. At the 
same time the promotion of John J. 
(Jim) Black (r.) to national sales man- 
ager of the station was announced by 
Mr. Swanson. The new manager has 
been station manager of KTUL-TV while 
Mr. Black was formerly local-regional 
sales manager. 


vocations or professions. 

woc-Tv Davenport nominates as its 
“outstanding example” of public serv- 
ice a noontime show, Especially for 
You, seen four days a week with Pat 
Sundine, a former Miss California, as 
hostess. Twenty-three major interviews 
and discussions were held on the pro- 
gram during the last quarter of 1957 
alone, and all areas of public-service 
information—art, library activities, in- 
dustrial development of the commu- 
nity, safe driving, nurse recruitment, 
among numerous other topics—are 
covered by Mrs. Sundine in her 20- 
minute program. 


School Series 


During the past school year KRNT-TV 
Des Moines produced Know 
Schools in cooperation with the De- 
partment of Adult Education and the 
authorities of Des Moines elementary 
schools. For the 13-week series, which 
used the hidden-microphone technique 
and featured grade-school pupils and 
teachers, KRNT-TV televised class work 
from a specially constructed studio 
classroom from 1 to 1:30 p.m. Monday 
through Friday, to show its viewers the 
modern teaching methods employed in 
their local schools and to provide 


Your 


young teachers with the opportunity to 
watch their more experienced col- 
leagues at work: Educators also were 
given the means to evaluate teaching 
methods through the central example 
being shown on television. 

Detroit Speaks is the “anchor pro- 
gram” “for community projects at 
WJBK-TV Detroit. During the weekly 
half-hour program, attention is cen- 
tered on such things as traffic prob- 
lems, completion of expressways, the 
city’s water needs, its port develop- 
ment, playgrounds, teen-age matters 
and other topics of equal importance 
in the lives of Detroiters. 

Recently an _ intensive 
made by the station, using starkly 
realistic films taken in hospitals and 
jails, to reduce holiday traffic fatalities, 
with the films utilized in 20-second 
spot announcements. Another recent 
Detroit Speaks endeavor was a month 
of programs devoted to income tax, 
social security and 
health problems of senior citizens. 
Aired on the program are the opinions 
of authoritative guests as to possible 

(Continued on page 84) 


effort was 


retirement and 








Opens America’s purse for mass-market advertisers 


As the shopping-list indicates, 17 of America’s big- 
gest advertisers have been quick to see and use the 
tremendous power of PURSE-SUASION. It com- 
bines the persistence of saturation with the impact of 
television. 20 spots every week — rotated week after 
week to cover a station’s complete daytime audience. 





Prove PURSE-SUASION’S low-cost selling power 
on any product for Home or Family. Blair-TV’s Test 
Market Plan provides documented research on sales- 
effectiveness at no extra cost to the advertiser. Phone 
your nearest Blair office now for the complete, excit- 
ing story. 





Blair-TV represents these major-market stations: 
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WHDH-TV—Boston 
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WIIC—Pittsburgh 
KTVI—St. Louis 
WEWS—Cleveland 
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KING-TV— Seattle-Tacoma 
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WCPO-TV— Cincinnati 
KGW-TV—Portland 
WDSU-TV—New Orleans 
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WOwW-TV—Omaha 
WNBF-TV— Binghamton 
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This highly honored Foundation has cited Public service is a Priority Project at KRON- 
KRON-TV ‘“‘In recognition and appreciation 
of outstanding public service in encouraging, 
promoting and developing American ideals 


TV, now selected among the country’s 


larger television and radio stations for 


; eee monstrating a health 
of freedom and for loyal, devoted service to conspicuously demonstrating a healthy 
the nation and to the communities served and continuing concern for the deeper and 
by it.”’ more permanent interests of the public.” 
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Wall Street Report 


DUMONT PICTURE. It’s been three 
years since the “fourth network,” the 
DuMont network, ceased operations 
and the Allen B. DuMont Laboratories, 
Inc., transferred all business properties 
and facilities of its broadcasting sta- 
tions into DuMont Broadcasting Corp. 
and distributed shares to stockholders. 

In 1955 the DuMont Laboratories 
reported a loss of $109,000, which 
jumped to $3.8 million (after a tax 
credit) in 1956. For 1957 the com- 
pany also reported an operating loss 
of $535,000 on sales of $43.5 million. 
Thus the company still hasn’t solved 
its problems, and the only satisfaction 
the shareholders can take is that but 
for the divorcement of its broadcasting 
operations the loss might have been 
heavier last year. 

The DuMont stock has been selling 
on the American Exchange for $3.50 
to $4.82 per share for the past year, 
and if there is any improvement in 
the company’s earnings outlook, the 
stock would appear to be a potentially 
attractive speculation. 

During 1957 DuMont Labs under- 
went a major reorganization, with all 
tube operations consolidated in_ its 
Clifton, N.J., plant and all equipment 
manufacturing transferred to the West 
Paterson plant. All consumer-prod- 
ucts marketing operations were con- 
solidated in a move that should cut 
costs. 


VAGUE REPORT. The latest annual 
report reports on a whole series of such 
moves in a rather vague, generalized 
way without indicating the importance 
or significance of the reorganization 
shifts. It stresses, for example, the 
fact that the company has installed a 
whole new line of semi-automatic ma- 
chinery for the manufacture of tv pic- 
ture tubes, but doesn’t elaborate on 
how this may affect sales or earnings. 
The management also indicates that 
the move initiated last year to con- 
centrate DuMont’s set output in the 
quality, higher-priced market has re- 
sulted in profitable operations for that 
division since June of 1957. Still being 
engineered without any reported date 


for demonstration is the Lawrence 
single-gun tv tube which DuMont is 
trying to perfect according to its ar- 
rangement with Chromatic TV Labs. 

In its non-tv activity the company 
suffered a setback when scientific- 
instrument business did not come up 
to forecasts because of pre-sputnik 
cutbacks and stretch-outs of military 
procurement programs. During the 
year DuMont began output of two-way 
mobile radio equipment, following the 
splitting of certain channels by the 
FCC. 

The company also now has a com- 
plete line of closed-circuit industrial 
tv equipment. It also has expanded its 
line of automotive testing equipment. 
The management gives no indication of 
the profitability of this line, but evi- 
dently it’s been sufficiently well re- 
ceived to warrant expansion of the 
operation. 


SLIDE _INSALES- For the year 1957, 
DuMont Labs net sales slid to $42 
million, down from the $46 million it 
netted in 1956. However, its income 
from royalties rose from $476,208 to 
$656,365, indicating the expansion of 
its licensee operations around the 
world, with plants opening in Argen- 
tina, Canada, Mexico, Italy and Aus- 
tralia. 

If the improvements in the com- 
pany’s earning position are forthcom- 
ing, then it will be reflected soon in 
the stock. There are 2,361,092 shares 
of DuMont common outstanding and 
122,016 shares of the 5-per-cent cumu- 
lative convertible preferred. Each 
share of the preferred is redeemable 
at any time at $22 per share and is 
convertible into common stock of the 
company. The initial conversion price 
is $18.19. As of Dec. 31, 1957, 134,218 
shares were reserved for conversion. 

There are also two option agree- 
ments covering 60,000 shares of Du- 
Mont’s common. One covers 35,000 
shares at a price of $17 per share un- 
til December 1964. The other agree- 
ment grants an option on 25,000 shares 
of common at a price of over $9.80 
per share, exercisable until Dec. 31, 

(Continued on page 98) 








Programs Continued from page 80) 


help in seeking solutions to the subjects 
discussed. 

KTSM-TV El Paso programs, as part 
of its Channel Nine News Spotlight, a 
segment called Close-Up. Occupying 10 
minutes—from 5:35 to 5:45 weekday 
afternoons—of the 45-minute-long cov- 
erage of the news, Close-Up presents 
interviews with local, state and na- 
tional personalities. The interlude is 
moderated by Conrey Bryson, the sta- 
tion’s special-events director and a man 
who enjoys a reputation throughout 
Texas as a writer, poet, educator, his- 
torian, newscaster and analyst. 

Becky Allen, director of the creative 
department of WEHT Evansville, Ind., 
singles out Channel 50 Farmer, the sta- 
tion’s daily, noontime farm show as its 
top public-service program “because it 
is of interest to everyone, not just 
farmers.” Well-known local personali- 
ties appear on the half-hour stanza to 
discuss everything from agriculture 
and plants to cooking, rug-making and 
designing decorations for the home, in 
an attempt to make a show that will be 
useful to homemakers and educators as 
well as farmers. 


Shrine Show Popular 


Of the many public-service programs 
“with wide appeal and effectiveness” 
telecast by wriz-tTv Evansville during 
the past year, “possibly the most 
talked-about and best-received was the 
annual Shrine Show,” according to 
program director James R. Keen. 
Aired from 2 to 2:30 on Sunday after- 
noon, June 9, the program promoted 
the local efforts in behalf of National 
Shrine Hospital Day and also helped 
to raise funds to further the work of 
the Shriners Hospital in St. Louis. 

A successful attack on the teacher 
shortage in Texas was waged during 
1957 through a 26-week series, Adven- 
tures in Education, that originated in 
the studios of wBap-Tv Fort Worth and 
was carried over a regional network of 
18 Texas stations, eight of them using 
kinescopes made by wBaP-Tv. This was 
the second year of a tv teacher-recruit- 
ing project which began in 1956-57 
with 14 Texas outlets airing the series. 

Each student completing the college- 
level introductory course in education 
that is offered on Adventures in Educa- 
tion is entitled to receive a legal teach- 
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James T. Butler (above) has been ap- 
pointed assistant manager of WISN-TV- 
AM by John B. Soell, vice president and 
manager of the WISN Division of the 
Hearst Corp. He was formerly station 
manager of wikL Peoria and has held 
other positions in broadcasting. 


ing permit valid in Texas for three 
years. To date, the project, which is 
directed by the State Department of 
Education in cooperation with Texas 
high schools, colleges and universities, 
has been directly responsible for bring- 
ing more than 300 new teachers into 
Texas classrooms, and over 400 other 
potential teachers, by completing the 
two tv series, have made themselves 
eligible for employment as teachers. 

KJEO Fresno, Cal., says that its most 
effective public-service vehicle of 1957 
was a 17-hour telecast of the fourth 
annual Cerebral Palsy Telethon in Au- 
gust. Featured on the marathon pro- 
gram, whose purpose was to raise $50,- 
000 for the local Cerebral Palsy Foun- 
dation, were a number of Hollywood 
and video stars, in addition to a full 
quota of local entertainers. 

As a result of a current WFMY-TV 
Greensboro, N. C., series titled Career 
Opportunities, telecast every Monday 
afternoon at 5:30 until the end of the 
school year, some high-school students 
in the area may very likely become 
clippers, loopers or boarders—terms 
given to good-paying jobs in the pro- 
duction departments of North Caro- 
lina’s important and expanding hosiery 
industry. 

Career Opportunities is a series 
of vocational-guidance forums, with 
Charles T. McNary, public-relations 
director of the Blue Bell Manufactur- 
ing Co. of Greensboro, moderating a 
panel consisting of three high-school 
students and representatives from the 
industry under discussion. By the time 


the programs reach their mid-May con- 
clusion, they will have covered some 
30 different categories of industry and 
business. 

wsva-tv Harrisonburg, Va., held its 
first polio telethon last Jan. 18-19 and 
raised better than $10,000 during the 
15-hour proceedings, which covered 
from 11 p.m. Saturday to 4 a.m. Sun- 
day and from 8 a.m. Sunday to 6 p.m. 
Starting 30 days in advance, WSVA-TV 
went all-out in preparation, placing its 
promotion department on a full-time 
basis for the special show. Talent was 
secured from a nine-county area, and 
more than 125 acts appeared on the 
telethon. 

wHct Hartford produced a one- 
time-only public-service venture last 
year which won considerable acclaim 
in the area. People, Politics and Law 
1957, filmed by wxct staff cameramen 
in Connecticut’s General Assembly 
Hall, House of Representatives and 
Senate Hall, was a half-hour documen- 
tary which gave the station’s audience 
a detailed picture of the processes in- 
volved in a meeting of the Connecticut 
General Assembly and showed how a 
proposal is introduced, debated upon 
and put into effect. The program was 
moderated by Theodore Powell of the 
Connecticut State Department of Edu- 
cation. 


Distinctive Show 


Also in Hartford, wric-Tv presented 
a single public-service program of dis- 
tinction last year—and only 12 days 
after the*station first went on the air. 
A burning question in the Hartford 
area when WTIC-TV aired its initial tele- 
cast on Sept. 23 was: what happens 
when the city in which you live and to 
which you pay taxes forces you to 
move—to abandon your home? wTic- 
TV decided that objective reporting of 
both sides of the controversy raging 
around the proposed razing of a large 
but ancient residential-business section 
would be a fitting subject for its first 
major public-service venture on a 
series to be called Voice of the People. 

Using sound-on-film cameras, mak- 
ing no editorial comment, but merely 
presenting the facts as they were and 
recording the opinions of those chiefly 
concerned, WTIC-TV’s first plunge into 
public-service waters on Oct. 4 turned 
out to be a notable start in this direc- 
tion for the new station. 








Heritage of Freedom, a series of 
live one-minute spots, was first shown 
by KTRK-TV Houston on Feb. 1, 1957, 
and was aired once daily for 36 con- 
secutive weeks. The purpose of the 
skein was to offer to the station’s view- 
ers a daily reminder of our great 
legacy as a nation dedicated to the 
freedom of man, and a stimulus to the 
public’s own thoughts of present-day 
America and its problems as entwined 
with their own, drawn from pertinent 
statements by great American states- 
men, philosophers, educators and mili- 
tary men since before the inception 
and founding of the United States. 

WHTN-TV Huntington, W. Va., pro- 
grammed The Greatest Sin as a series 
of 13 half-hours depicting conditions 
and treatment of inmates or patients 
in the state institutions of West Vir- 
ginia and part of Ohio. Produced with 
the full cooperation of the West Vir- 
ginia Commissioner of Public Institu- 
tions, the West Virginia Director of 
Mental Health and the Ohio Depart- 
ment of Mental Hygiene and Correc- 
tion, the program used extensive film 
footage made inside the institutions 
and gave interviews with inmates, pa- 
tients and staff members. 

The title and theme of the series 
were derived from the quotation by 
George Bernard Shaw which closed 
each program: “The greatest sin to- 
ward our fellow creatures is not to 
hate them, but to be indifferent to 
them; this is the essence of inhuman- 
ity.” 

KTvH Hutchinson, Kan., is repre- 
sented by Community Window, a 15- 
minute daily afternoon program de- 
voted exclusively to public service in 
the widest scope possible, covering as 
it does educational matters of art, 
music, science, language and speech, 
on-campus organizations at local col- 
leges and universities, interviews, panel 
discussions, informal chats and dem- 
onstrations on a never-ending assort- 
ment of current public-service endeav- 
ors of both nationwide and local na- 
tures. 

As special and exclusive coverage of 
central Indiana’s most disastrous flood 
in years, WFBM-TV Indianapolis sched- 
uled a highly effective public-service 
documentary at 10 p.m. last July 2. 
The half-hour flood review was edited 
from several thousand feet of newsfilm 
taken by the station’s camera crew at 


the height of the worst flood in the 
area since 1913. The program illus- 
trated the disaster story graphically 
enough to bring WFBM-TV a commen- 
dation from the local Civil Defense 
organization and a citation by the 
Indianapolis Chamber of Commerce. 

Says Maurice Thompson, program 
director of wLBT Jackson, Miss., “Of 
our many public features, in all prob- 
ability our outstanding event is the 
televising of the annual Forestry Day 
parade, which occurs each October 
during the Mississippi State Fair. The 
parade is planned a year in advance 
and depicts every activity and function 
of the State Forestry Commission. It 
requires one hour to pass the viewing 
stand, at which point our cameras are 
placed.” 


Report of Big Fire 

A procedure which was, according 
to John E. North, vice president and 
general manager of WDxI-Tv, “a tre- 
mendous public-service feature for a 
town the size of Jackson, Tenn.,” in- 
volved a complete live, film and still 
report of a $350,000 store fire that was 
televised by the station within minutes 
of the outbreak of the conflagration, 
termed the worst in Jackson in 20 
years. “Our viewing audience,” says 
Mr. North, “was enabled to see the 
whole thing unfold in their living 
rooms right as it happened.” 

University of Tennessee telecourses 
five times a week for 26 weeks are in 
their second year on WBIR-TV Knox- 
ville. The half-hour programs are con- 
ducted by the university’s professors 
and instructors, who teach six different 
subjects per school year. Some of the 
courses are undertaken by the station’s 
viewers for regular college credit, with 
an on-campus examination necessary 
after completion of the course on WBIR- 
TV. 

WJIM-TV Lansing last year launched 
a vigorous driving-safety campaign as 
a public service, complete to roadside 
displays of badly wrecked cars next to 
signs with appropriate warnings. On 
the air, a saturation of programs and 
spots urged good driving habits and 
constantly reminded motorists to use 
caution. Operation Impact had its ef- 
fect: there were no traffic fatalities in 
the WJIM-TV area during the cam- 
paign. 

(Continued on page 86) 
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Programs (Continued from page 85) 


“Controversy, drama, audience par- 
ticipation—all telescoped into a half- 
hour of top television. That’s Quiz Ses- 
sion, Sundays at 12:30 p.m.” This is 
the way that KOLN-Tv Lincoln de- 
scribes its latest public-service show, 
which made its debut last fall. Panel 
discussions with local leaders and edu- 
cators revolve around questions such 
as all parents, teachers and taxpayers 
might ask about their local school sys- 
tem. The program, says the station, “is 
flexible and ad lib, letting the chips fall 
where they may.” 

“Regarding our most effective pub- 
lic-service program for 1957,” states 
George Van Valkenburg, education 
and public-affairs director at KcoP Los 
Angeles, “it would be very difficult to 
choose the proper candidate for this 
honor. But a program that began dur- 
ing the last quarter of the year has 
been singled out for what we feel to 
be an honor. 

“This is Social Security in Action, 
which went on the air the middle of 
November. The Los Angeles area So- 
cial Security offices cooperate in the 
production of this quarter-hour each 
week. Many of the shows revolve 
around motion-picture personalities 
who have had personal contact with the 
problems discussed on the show. A 
kinescope of one of these programs was 
forwarded to the Department of 
Health, Education and Welfare in 
Washington, and, as a result, all of the 
shows are now being kinescoped for 
use by Social Security offices all over 
the country, and it is expected that 
they will be used on tv stations in 
many areas.” 

Over the past four years, KNxT Los 
Angeles has produced an unprece- 
dented number of live and filmed cul- 
tural, educational and news shows pro- 
grammed in the public interest. The 
station’s premise is that such produc- 
tions need not be handled as a duty or 
obligation as licensed by the Govern- 
ment; it feels, rather, that they can 
provide an unusual opportunity for 
creative, effective programming which 
in turn becomes an asset for a local 
television station. Toward that end, 
KNXT carried some 20 public-service 
series of diverse content during 1957 
alone. 

The station’s newest excursion in the 
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John Esau, formerly general manager 
of kTUL Tulsa and who, for a time, op- 
erated his own uhf station KTVQ Okla- 
homa City, has been named general 
manager of KWWL-TV Waterloo-Cedar 
Rapids by R. J. McElroy president of 
the station. Mr. Esau has a broad 
background in broadcasting and has 
served on many industry boards and 
committees. 


realm of public interest is a program 
entitled Thresholds, produced by Wil- 
liam Whitley, KNxT director of public 
affairs, in cooperation with the Uni- 
versity of California Extension Depart- 
ment. Thresholds that have been 
crossed to date in hour and half-hour 
segments on week-end afternoons have 
included the following: 

® Two programs correlating scien- 
tific advances and their singular and 
collective effects on society—a contra- 
puntal presentation of science and its 
sociological impacts, aimed by Thresh- 
olds not at scholars but at the general 
public, especially the younger genera- 
tion, with the avowed purpose of fos- 
tering a greater public interest and 
understanding of science and of en- 
couraging youth to pick up the chal- 
lenge. Outstanding scientists and social 
scientists participated in the two 30- 
minute programs. 

® An hour-long dissertation on the 
necessity of a scientific understanding 
of fire and heat, participated in by the 
country’s leading authorities on the 
subject, among them Prof. John Ger- 
letti of the University of Southern Cali- 
fornia, manager of the International 
Fire Association, and a man who has 
achieved a wide reputation as an ex- 
pert on fire administration and con- 
trols. 

® A half-hour evaluation by author- 
philosopher Aldous Huxley and Dr. 
Heinz Haber, “the father of space 
me‘licine,” of today’s goals relative to 


the ultimate conquest and exploration 
of outer space, and whether this con- 
quest is realistic, in the light of eco- 
nomics and human energy. On this 
program, Prof. Myron Tribus, UCLA 
professor of engineering and Thresh- 
olds’ host, provided the engineer’s 
practical application to the thoughts 
and evaluations presented by the 
Messrs. Huxley and Haber. 

Gilbert Martyn, director of news for 
KTLA Los Angeles, says that his sta- 
tion’s Guidepost program “is the first 
ambitious attempt on the part of a 
commercial television station to take 
over the obligations originally planned 
for ultra-high frequency tv, or, as it is 
commonly called, educational televi- 
sion. 

“This means that this program is 
purely and simply a public-service pro- 
gram—but one of most ambitious 
undertaking. It originates from the 
KTLA studios and is presented to the 
522 elementary and junior high 
schools in the Los Angeles City School 
System as part of these schools’ daily 
curricula. Guidepost is watched by the 
children of these schools from 10:30- 
11 five mornings a week. The format 
utilizes different teachers from the 
various schools daily and includes reg- 
ularly assigned school topics.” 


Space Indoctrination 


What xttv Los Angeles calls “the 
nation’s first televised “Space School’— 
an indoctrination course for the rap- 
idly approaching Space Age” has been 
programmed on the station since Feb. 
15 as its latest contribution to public 
service. The two-and-a-half-hour Satur- 
day-morning telecasts, aired at 7:30, 
are presented jointly by KTTv, the De- 
partments of Engineering and Physical 
Sciences of the Extension Division of 
the University of California and the 
Space Technology Laboratories, a divi- 
sion of the Ramo-Woolridge Corp. 

Problems of long-range space ve- 
hicles, flights to the moon, interplane- 
tary operations, exploration of Mars 
and associated subjects are discussed 
on this unique stanza by the country’s 
foremost space experts, by major con- 
tributors to the U. S. earth-satellite 
projects and by a distinguished line-up 
of laboratory directors and university 
professors. Discussions during the five- 
month series are, of course, designed 
primarily for engineers, physicists, 








mathematicians, astronomers and 
others concerned with the develop- 
ment of space technology. 

The most effective programming 
scheduled by kTRE-Tv Lufkin, Tex., 
during 1957, from the point of view of 
public interest and public relations, oc- 
curred prior to Christmas when, ac- 
cording to the station, “we extended 
invitations to four college and high- 
school musical organizations to present 
a 30-minute program each of appro- 
priate seasonal music. Not only was 
the quality of production above aver- 
age but, in the minds of many viewers, 
the institutions themselves were ‘re- 
discovered.’ We plan to continue this 
series in 1958 and extend the invita- 
tions from four to six schools.” 

wMuR-TV Manchester, N. H., has 
New England Town Meeting on the air 
at 9 p.m. on alternate Tuesdays. The 
program consists of a panel of four 
lawyers and a moderator from the 
Massachusetts and New Hampshire Bar 
Associations; a question such as 
“Should the Fifth Amendment be abol- 
ished?” is posed, and the panel argues 
the pros and cons of the issue, with 
opinions put forth in non-legal ter- 
minology. The bar associations are, 
naturally, extremely pleased with the 
series, due to the obvious benefits de- 
rived in the way of public relations. 

Time Out for Talk, a companion 
program to Time Out for Tots and 
Time Out for Teens on KGLO-TV Mason 
City, Iowa, is the station’s public-serv- 
ice show with appeal for adults and 
special groups. Presented either Thurs- 
day or Friday for 15 minutes at 5:30 
p-m., the series offers interviews with 
local personalities regarding school- 
bond issues, public-service advance- 
ments, Boy Scout activities and so on. 

A 25-program public-affairs skein 
which took South Florida viewers from 
beneath the seas to outer space, and 
from politics to juvenile delinquency, 
was broadcast by wtvJ Miami from 
May through October last year. This 
was the same series which in 1956 in- 
cluded a program that won the top 
Freedoms Foundation Award for that 
year. 

Programmed each Wednesday night 
at 10:30, the show explored a variety 
of themes which included, among nu- 
merous others, hypnotism, Florida 
penal institutions, civic government, 
Cuban revolutionary activities, the hu- 


man heart, inter-group understanding, 
hurricanes, atomic war, the U. S. Coast 
Guard, alcoholism and stock-car rac- 
ing. 

wisn-Tv Milwaukee’s March of 
Dimes telethon on Jan. 19 saw success 
spelled out with a tally of $77,000 on 
the scoreboard, the result of more than 


12,000 pledges, after the 18%-hour | 


continuous telecast had run its 9:30-- 
p-m.-Saturday-to-4-p.m.-Sunday course. 





The show, supervised by WISN-TV man- 


ager John B. Soell, required five cam- 
eras and utilized the facilities of the 
two large studios in the new WISN 
Broadcast Center. 


Authors Reviewed 


An Open Book, produced weekly 
since last June by the Milwaukee Pub- 
lic Library and presented by wITI-Tv 
Milwaukee as a public-affairs feature, 
reviews the life and works of an author 
through narration and readings, with 
dramatic effect heightened through the 
use of levels and lighting. Among the 
literary giants highlighted to date have 
been Thomas Mann, Emily Dickinson, 
T. S. Eliot, Dante, Dylan Thomas and 
Guy de Maupassant, with a month of 
programs devoted to a “Shakespeare 
Quarto.” The program has been made 
required viewing for many high-school 
and college English classes in the area. 

To the best of its knowledge, says 
wxix Milwaukee, its Milwaukee Re- 
ports is the only partisan political 
panel program in the country. At first 
glance, the station notes, this show 
seems to be similar to hundreds of 
other panel programs on tv, but its 
similarity ends with the word “panel.” 
Produced in cooperation with the Mil- 


waukee Junior Bar Association, it is 


addressed to a partisan examination of | 


public figures and issues; each week’s 
guests are apprised of the fact that they 
will meet with a panel of individuals 
who hold to political, moral or social 
beliefs opposed to those tenets held by 
the guests themselves. 

A $1,000 prize-winning Minnesota 
historical pageant written by Royal A. 
Moore, professor of history at Mal- 
calester College, was telecast by wcco- 
Tv Minneapolis last Dec. 30 from 
10:30 to 11 p.m. as its most effective 
public-service contribution of the year. 
Titled They Called It Minnesota, Prof. 
Moore’s chronicle of major Minnesota 

(Continued on page 88) 
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events of the past 100 years was se- 
lected from among 59 original scripts 
submitted in a state-wide contest spon- 
sored by the Minnesota Historical So- 
ciety, the Minnesota Centennial Com- 
mission and WCCO-TV. 

Prceduced by Continental Films of 
Minneapolis, They Called It Minne- 
sota, which salutes the state’s centen- 
nial observance this year, has been 
made available for viewing throughout 
Minnesota by various local groups. 
Narrated by Jack Huston, the film stars 
ballad singer Arnold Walker. 

A special public-service project of 
KcJB-TV Minot, N. D., which generally 
goes in heavily for programming that 
will benefit health organizations, 
handicapped people and the Salvation 
Army, was presented last December by 
the station, in cooperation with the 
Minot Junior Chamber of Commerce, 
as a telethon to raise funds for the 
Jaycee Christmas shopping tour held 
annually for underprivileged children. 

Feeling that knowledge, once the 
private preserve of scholars, now be- 
longs to all the people, wsFa-Tv Mont- 
gomery, Ala., “attempts whenever pos- 
sible to offset public ennui by present- 
ing film and live programs of general 
interest at the time of occurrence.” 
One example of such was the station’s 
May 7, 1957, remote telecast of Ala- 
bama Gov. James E. Folsom’s address 
to the state legislature—an hour-long 
program that was made available by 
WSFA-TV to all Alabama commercial tv 
stations. 


Special Effects 


wsM-Tv Nashville recently put its 
special-effects department to work for 
a special cause on its six-day-a-week 
teen-age dance party, Five O'Clock 
Hop. A WSM-TV remote crew was de- 
tailed to the polio ward at Vanderbilt 
Hospital in Nashville for a series of 
interviews with young patients via a 
split screen. In addition to the inter- 
views, several of the bedridden young- 
sters judged dance contests on Five 
O’Clock Hop. Although there was no 
solicitation for funds made on the air, 
the station received $300 in donations 
to the Polio Foundation. 

A first for Connecticut television, as 
well as for the Hartford Symphony 
Orchestra, took place on the Sunday 
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afternoon of Jan. 12 from 3 to 4:15 
when wnsc New Britain telecast live 
a full-dress rehearsal of the orchestra 
as a public-interest feature. Reaction of 
the viewers who watched and listened 
to the 70-piece symphonic group was 
very gratifying, according to the sta- 
tion. 

When tv critics on newspapers, na- 
tional magazines and trade papers 
wrote last September about the “first 
unquestioned hit show of the new tele- 
vision season,” “a refreshing and civil- 
ized hit” and “one of the most exciting 
things to happen on television in a 


” 


long time,” they weren’t referring to 
any of the big nighttime network ex- 
travaganzas. 

They weren’t referring to a network 
show at all, but to a local daily pro- 
gram on wcss-Ttv New York. And it 
wasn’t aired at night, but at the un- 
likely hour of 6:30 a.m. It wasn’t, for 
that matter, even an entertainment pro- 
gram; it was educational. And instead 
of a cast of name personalities, the 
cameras played on a single individual, 
of whom relatively few people had ever 
heard before. 


Early Show Hit 

The “hit” was Sunrise Semester, pre- 
sented by New York University in co- 
operation with the New York flagship 
of the CBS-TV network, and the “star” 
was Dr. Floyd Zulli Jr., assistant pro- 
fessor of romance languages at NYU, 
teaching “Comparative Literature 10,” 
New York’s first televised course for 
college credit. 

Dr. Zulli was an immediate success 
after his initial broadcast on Sept. 23; 
typical of the reaction was that of the 
New York Journal-American, which 
only a few weeks before had editorial- 
ized, “No deep bows for its deathless 
interest in culture will be taken, we 
trust, by wcss-Tv for donating time 
from 6:30 to 7 a.m.,” and which now 
began to highlight the program each 
day in its tv section, along with re- 
questing permission to summarize Dr. 
Zulli’s lectures in print. 

Sunrise Semester’s early time, which 
had been ridiculed by many, subse- 
quently was hailed for its advantages 
as an hour when hundreds of working 
people would be able to watch without 
interference from other activities, 
when the mind is free and fresh, the 

(Continued on page 90) 


“BOSS or NO- 


we've got to 
make him say 
it right !”’ 


No doubt about it—when th: 
boss, .or any other non-profes 
sional, wants to make a pub 
appearance on TV, it’s best tc 
have him do it on film! 

When it's on film, you're 
control. Flubs are just scissore 
out. Mistakes won't get throug}! 
because you see the show before 
you show it. You're in control, toc 
of time and station . . . show 
any time, anywhere. you can ge 
ola [-telgelala-o 

CFY-W el lola erelaloma dill (-teete] amaelie 

. there's an Eastman Film fc 
every purpose. 


aig 
a” 3 


ef 


A, 


~~ For coinplete information write tc 

Motion Picture Film Departmet 

EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Ave., New York 17, N.Y 


Midwest Division 
130 East Randolph Drive, Chicago | 


West Coast Division 
eV ACToMYolilioMuteliliae I -1h a> Me 
Hollywood 38, Calif. 


or 


W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Film 
Fort Lee, N.J.; Chicago, Ill.; 
Hollywood, Calif. 








Be sure to shoot in COLOR. 
You'll be glad you did. 





Programs (Continued from page 88) 


household quiet, and when there is no 
adolescent competition for the tv set. 

wor-Tv New York has been notably 
helpful to the United States Marine 
Corps procurement program in the 
metropolitan area by carrying filmed 
and live public-service announcements 
about officer-and-enlisted-men _enlist- 
ment benefits. The station’s aid has 
been so great that it was recently cited 
for its “patriotism” by Gen. R. McC. 
Pate, commandant of the Marine 
Corps, who pointed out that WOR-TV 
had “furthered the interests and ac- 
tivities of the Corps by outstanding 
cooperation with regular and reserve 
Marine recruiters.” 

In the field of educational program- 
ming, wow-Tv Omaha is “quite 
proud,” says program director Bill Mc- 
Bride, of its efforts with respect to a 
show called Tv Teen Topics, now in its 
fourth year without interruption. Each 
Sunday a panel of four high-school 
pupils debates various timely and topi- 
cal issues that have covered subjects 
ranging from teen-agers going steady 
to. the effectiveness of U. S. foreign 
policy. The program, claims Mr. Mc- 
Bride, is the only one of its kind in the 
area, and “thus becomes the only real 
public voice of high-school students.” 
’ Responsibility for putting Central 
Florida Showcase on the air over 
wpBo-Tv Orlando is divided among 
nine men, three each representing the 
North Orlando Kiwanis Club, the Or- 
lando Junior Chamber of Commerce 
and the Orlando Optimist Club—a 
committee which works together with 
the station’s program director in select- 
ing topics for the show’s panel, inviting 
guests and generally living up to basic 
concepts designed to result in a public- 
service offering which goes beyond the 
standard format in depth and princi- 
ples. 

Subjects presented on Central Flor- 
ida Showcase come from five general 
sources: (1) letters from the public 
suggesting ideas, topics or guests, (2) 
matters of spot-news interest or im- 
mediate importance, (3) suggestions 
by the committee members, based on 
their knowledge of the community, the 
state and the nation, (4) “personality” 
or “profile” programs, and (5) “spe- 
cial interest” or “requested” shows 
stemming from the pet projects or 
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H-R Television, Inc., has promoted 
John T. Bradley (r.) to the newly 
created position of sales manager of its 
Chicago office and has named French 
Eason to the same position at its San 
Francisco branch. Mr. Bradley has been 
with H-R since 1953, having previously 
served as San Francisco representative 
for the Don Lee Broadcasting System 
and national advertising representative 
for the Don Lee-operated KHJ-tv Los 
Angeles. Mr. Eason has had an ex- 
tensive agency and representative back- 
ground, having been associated with 
L. W. Ramsey Co., Fletcher Richards 
Advertising and Foote, Cone & Beld- 
ing in high-level capacities. Previous 
to joining H-R, he sold time for wus 
Chicago. 


ideas of groups or individuals. 

On March 3 a year ago—a Sunday 
—wcau-Tv Philadelphia showed the 
pull of public-interest programming 
when a station does a particular service 
for the public. Competing with clear, 
sunny skies and the second busiest 
Sabbath of the year on the highways, 
according to the Keystone Automobile 
Club, a special one-hour show on in- 
come-tax problems, called Js Jt De- 
ductible? and featuring a 20-man 
panel of district directors, agents and 
auditors from four regional offices of 
the Bureau of Internal Revenue, drew 
approximately 150,000 phone calls 
from viewers with questions on filing 
and policy or interpretation of tax 
laws. Before the program was 15 min- 
utes old, every telephone exchange in 
Philadelphia had switched to “over- 
load.” 

Internal Revenue officials subse- 
quently reported to WCAU-Tv that the 
volume of calls to their own offices had 
doubled in the ensuing weeks after the 
telecast. Needless to say, the station 
scheduled a repeat performance of /s 
It Deductible? shortly before tax time 


this year. 

Last Sept. 15 writ-Tv Philadelphia 
and its sister Triangle stations—wnBF- 
TV Binghamton, N. Y., wNHc-Tv New 
Haven, Conn., and wFsc-Tv Altoona, 
along with Triangle’s radio outlets in 
the same cities—launched a five-month 
traffic-safety campaign that was con- 
ceived as one of the most ambitious 
and far-reaching in the history of 
broadcasting. 

The theme of the campaign was 
“Hitch Horse Sense to Horsepower,” 
and that message was beamed via spot 
announcements and special half-hour 
programs to the millions of motorists 
in the five-state area covered by the 
Triangle stations. Programs, emceed 
by station personalities, brought to- 
gether traffic and safety experts to dis- 
cuss ways and means of reducing high- 
way accidents and deaths; around-the- 
schedule announcements were used to 
enlist individuals and groups in the 
campaign. 

School Tie-In 

“Hitch Horse Sense to Horsepower” 
booths were set up in every U. S. Navy 
recruiting and reserve station in the 
coverage area, and an additional 320 
booth locations were manned by Tri- 
angle stars and staffers to collect signa- 
tures for pledge sheets urging motorists 
to exercise caution and common sense. 
Additionally, the teen-age driver was 
included in the campaign’s scope, with 
each station offering a $2,000 college 
scholarship for the best essay on traffic 
safety by an 11th or 12th grade stu- 
dent. 

One of the most ambitious public- 
service undertakings at WRCV-TV Phila- 
delphia during last year also carried 
the theme of safety, with the big finale 
a “Water Safety Carnival” held on the 
Schuylkill River in the Quaker City 
and televised by the station for two 
hours of its 10-a.m.-to-6-p.m. running 
time on Sept. 1. 

Although advice and tips on safety 
habits on land and sea are promoted 
regularly throughout the year by 
wRCv-Tv via all kinds of spot an- 
nouncements and programs, the sta- 
tion’s intensive safety project was insti- 
tuted for the July and August months. 
During July, 211 spots and 19 special 
programs, representing two hours and 
45 minutes of broadcast time, were de- 
voted to driving safety; for the follow- 
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A television market is more than a city 


When you use WANE-TV © Fort Wayne, you sell a television market whose: 


¢ Total Retail Sales are greater than those of Metropolitan Nashville and Syracuse combined 
¢ Effective Buying Income is over $1,250,000,000 


e Automobile Sales are equal to those of Metropolitan San Diego 


‘Smart advertisers want to tap this market. They do it over WANE-TV © as more families watch 
WANE-TV than any other station in the billion-dollar all-UHF Fort Wayne market. Represented by Petry. 


Sources: Area ARB 11/57; TV Mag. 3/57; Copyrighted . . . Sales Management 1957 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa KGUL-TV Houston . WANE & WANE-TV Fort Wayne , WISH & WISH-TV Indianapolis 
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ing month, safety advice concentrated 
on water via a total of 295 announce- 
ments and programs, culminating in 
the mammoih water carnival. 

KOOL-TV Phoenix’s outstanding do- 
nation to public service last year was a 
college course for credit offered exclu- 
sively through television—for the first 
time in the southwest, according to the 
station. The program was a series of 
12 half-hour presentations scheduled 
once a week, with classes conducted by 
Charles M. Evans, head of the history 
department at Phoenix College. The 
course, entitled Arizona’s Story, was a 
study of the state’s Constitution; 136 
students from all walks of life enrolled, 
with only six of them not sitting for 
the final examination. 

Last summer, when it was apparent 
that Asian flu was due to strike the 
U. S., KDKA-Tv Pittsburgh began plan- 
ning a special public-service program 
to alert viewers to the dangers of the 
disease and to help stamp it out. After 
two months of extensive research, on 
Aug. 26 at 7:30 p.m., The Silent In- 
vader was done live on KDKA-TV and 
simulcast to WQED-Tv, the education 
station in Pittsburgh. 

In the ensuing months KDKA-TV re- 
ceived confirmation of 157 airings of 
the kinescope of the show on 128 sta- 
tions covering 42 states and three terri- 
tories. There were, in addition, numer- 
ous other showings of 61 prints pur- 
chased by the Department of Health, 
Education and Welfare. 

One of the most sustained public- 
interest efforts pursued by WPRO-TV 
Providence has been Salty Brine’s 
Bicycle Safety Club. Salty’s Shack, out 
of which the club operates, is a com- 
mercial program starring Walter 
Brine, one of southeastern New Eng- 
land’s most popular tv personalities 
and the man who undertook the cru- 
sade for safe bicycle riding among the 
youngsters who make up his following. 
Cooperating in the project are the 
Automobile Club of Rhode Island and 
the state’s Police Chiefs Association. 

WHEC-TV Rochester, N. Y., and the 
University of Rochester started televis- 
ing a half-hour of weekly daytime uni- 
versity classes for women last Septem- 
ber. Three courses were set up: one in 
logical thinking, another in ethics and 
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a third in the interrelation of art and 
culture. Women enrolled in the tele- 
vision classes at regular tuition rates; 
each class lasted 90 minutes, with the 
half-hour between 1 and 1:30 p.m. on 
Wednesdays going out to WHEC-TV 
viewers. 

Wayne F. Richards, program direc- 
tor at KSL-TV Salt Lake City, says: “I 
believe the most effective public-service 
program we aired during 1957 con- 
cerned itself with commemorating the 
original settlement of the state of Utah 
. . . Our remote mobile unit, at the 
site of a recreated pioneer village, tele- 
vised the highlights of the historical 
events that marked the growth and de- 
velopment of this area from the origi- 
nal pioneers who entered it in 1847 to 
the city as it now appears. 

“Some 200 individuals, plus horses, 
oxen, wagons, Pony Express riders and 
church choirs, were involved in this 
production, which was climaxed with 
an official presentation to the state of 
Utah, accepted by the Governor, of 
this pioneer village as an historical 
shrine.” 


Educator on Books 


Dr. S. Thomas Greenburg, well- 
known educator, has presented an edu- 
cational program every Sunday after- 
noon over WOAI-TV San Antonio since 
May 1956. His current series is titled 
Great Books, on which Dr. Greenburg 
discusses the world’s fine literature, not 
as a critic but as an interpreter. With 
the objective of contributing to the 
pleasure and benefit to be derived from 
good reading, he selects for each pro- 
gram about 20 quotations from a book, 
sometimes using exact words, some- 
times paraphrasing, and, as he puts it, 
“works around them.” 

Decision or Dilemma, a_public- 
service series of three half-hour pro- 
grams telecast by KPIx San Francisco, 
plus a final 90-minute televised public 
hearing, represented the first San 
Francisco television editorial statement 
of support for a proposed system of 
Bay Area Rapid Transit. KPIx went on 
record as favoring an effective system 
of mass rapid transit and took the op- 
portunity to provide a real community 
service by informing the public of the 
problem and by showing, through De- 
cision or Dilemma, the need for and 
the steps necessary to achieve rapid 
transit. 


KRON-TV San Francisco offered 
Mirror On Us on two Sunday after- 
noons from 3:30 to 4 last year with 
the purpose of helping its audience to 
understand how American thoughts, 
actions and habits react on the rest of 
the world, as evidenced by opinions 
expressed about the U. S. in foreign 
countries. Produced with the active co- 
operation of several Bay Area colleges 
and universities, the program featured 
participation by many students from 
other lands and was moderated by Dr. 
Tom Lantos, professor of economics at 
San Francisco State College, who has 
lived and traveled extensively abroad. 

An attempt to create something new 
and hard-hitting in local public-service 
television paid off in unusual im- 
pact and interest for wspt-Tv South 
Bend. With the cooperation of the St. 
Joseph County (South Bend) Medical 
Society, the station ran a series of 
four monthly half-hour shows under 
the title of /n These Hands which por- 
trayed “the people, the purpose and 
the progress of medicine” in the com- 
munity. 

Through film made locally, the 
quartet of programs spotlighted heart 
disease and its treatment, pediatrics 
and child care, the modern role of the 
family doctor and the intensive train- 
ing programs of doctors as well as 
of the many technicians operating be- 
hind the scenes. Live segments of the 
programs were hosted by Dr. R. L. 
Sensenich, a past president of the 
American Medical Association, who 
has practiced medicine in South Bend 
for 45 years. 

It’s Worth Your Life, another bene- 
ficial program on things medical, is 
now in its second season over WICS 
Springfield, Ill., at 4:30 to 5 p.m. on 
Sundays, brought back this year by 
popular demand of viewers in the 
area, says the station. This show takes 
the form of a panel discussion by four 
doctors representing the Sangamon 
County Medical Society, which spon- 
sors the program as a public service. 
Topics ranging from the common cold 
to cancer and atomic medicine are 
talked about, with questions phoned in 
by viewers answered on the air. 

WHEN-TV Syracuse proffers Ten 
O’Clock Scholar, an hour-long (10:30- 
11:30 a.m. Saturdays) program dedi- 
cated to “holding up a mirror to 
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Twice —on March 12, 1957 and on March 18, 1958 — 
WWYJ-TV telecast major surgical operations — live and 
in color —in cooperation with the Michigan Clinical In- 
stitute and Smith, Kline and French Laboratories. On 
both occasions, WWJ-TV pre-empted one hour of prime 
commercial time to publicly demonstrate recent medical 
progress. This is just one example of the important role 
public service plays in WWJ-TV thinking and planning. 





Distinguished Health Service Award was re- 
cently presented by Dr. George W. Slagle, 
President, Michigan State Medical Society, 
to Don DeGroot, Assistant General Man.- 
ager, WWJ-TV. This and many other out- 
standing awards through the years have 
made WWJ-TV the Believability Station in 
public service as well as in sales. 
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schools” and featuring students and 
their teachers ranging from the four- 
year-old public school in Cortland, 
N. Y., to the Graduate Institute of Re- 
search at Syracuse University. To help 
teachers participating in the program, 
which is now in its fourth year, WHEN- 
Tv has provided television workshops 
for them which encompass all phases 
of video—from directing and handling 
a camera to the theories behind the 
effective presentation of visual aids. 

Focus, put on by WTHI-TV Terre 
Haute, was a series of five half-hour 
programs, slotted every other Wednes- 
day night between 7:30 and 8, whose 
basic purpose was to stimulate thinking 
among the citizens of the community 
and to attempt to “get things done” 
with little or no money expended. A 
panel of leading members of the com- 
munity discussed traffic safety, com- 
munications, retail activities, education 
and recreation to such wide audience 
acclaim that WTHI-TV instituted a new 
schedule of five-minute programs simi- 
lar in content, but geared more to day- 
by-day events and activities in and 
around its viewing area. 

wspp-Tv Toledo received the Syl- 
vania Television Award for the out- 
standing local public-service series of 
1957 for its 13-program skein titled 
The One Inside. Commenting on their 
selection, the judges called the series 
“a courageous and dramatic filmed ex- 
pose which led to immediate reforms 
of conditions at the Toledo State Hos- 
pital.” 

The programs, continued the awards 
committee, performed a real public 
service in arousing not only the 17- 
county Toledo area but the entire state 
of Ohio as well. The reforms that were 
undertaken and the money that was 
voted by the Ohio legislature for new 
buildings and additional care were, 
added the Sylvania judges, “in large 
part traceable to the revelations made 
in The One Inside.” 

Tulsa Church Telecast — Sunday 
services televised live from various 
Tulsa houses of worship—is now in its 
fourth year on KOTV Tulsa. The series 
is scheduled on a 52-week basis, with 
services broadcast for four consecutive 
Sundays from each participating 
church. Coordination of the television 
schedule between the station and the 
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churches is handled by the Tulsa Coun- 
cil of Churches. 

wtwv Tupelo, Miss., programs Peo- 
ple Around Us every evening Monday 
through Friday for 15 minutes. Guests 
from the surrounding area are inter- 
viewed “very informally,” with per- 
sonal interests stressed along with pro- 
fessional activities. Newcomers are in- 
troduced to the entire community al- 
most immediately upon their arrival 
in it, every group conducting a spe- 
cial drive is invited to participate in 
the program, and anniversaries of na- 
tionwide organizations are always rep- 
resented on at least one show during 
the week. 


Civic Projects 


One of the most interesting public- 
service series on KLTV Tyler, Tex., dur- 
ing 1957 was a 30-minute period each 
week entitled Look Who’s Here. This 
program was turned over entirely to 
service clubs, civic groups and working 
organizations who were soliciting for 
projects which had been screened and 
passed by the station’s program depart- 
ment, 

Every Sunday afternoon at 5, start- 
ing last Sept. 1 and continuing through 
this spring, KxJB-Tv Valley City, N. D., 
presents a half-hour educational panel 
discussion, carried also by the two 
other North Dakota Broadcasting Co. 
outlets, KBMB-TV Bismarck and KCJB- 
Tv Minot. The series takes up educa- 
tional problems in the state, as well as 
special services offered by the North 
Dakota Department of Education. Par- 
ticipants in the discussions have in- 
cluded the Governor, the Attorney 
General, presidents of the seven state 
colleges in North Dakota, foreign stu- 
dents and teachers and local high- 
school and college students. 

wttc Washington, D. C., telecasts 
the Georgetown University Forum live 
each Sunday from 1 to 1:30 p.m., with 
Rev. Francis J. Heyden, S.J., as direc- 
tor, Matthew Warren as moderator and 
Rev. Daniel E. Power, S.J., as program 
director. Format of the telecast is panel 
discussion, although the Forum as- 
sumes more the character of a seminar. 
Members of Georgetown University’s 
distinguished faculty speak about 
topics of current and urgent interest, 
not, however, as they would treat them 
in formal lectures, but as they would 
discuss them among themselves. 


The biggest recent fund-raising 
event in the state, according to WITN 
Washington, N. C., was the eastern 
North Carolina 18-county polio tele- 
thon it put on for a straight 14 hours 
beginning at 11 p.m. last Jan. 25. 
Theme of the March of Dimes program 
was “Survival Is Not Enough,” and 
the message was so effectively gotten 
over that $11,500 was pledged and in 
most cases picked up during the tele- 
thon. 

Music Time is a weekly presentation 
of the University of Wichita School of 
Music over KARD-TvV Wichita, Kan. The 
series, now in its second season, is of- 
fered with the idea that good music has 
a place in television and that it can be 
televised effectively. 

A variety of techniques is utilized 
on the Saturday-evening, 6-6:30, No- 
vember-through-April skein. New set- 
tings are used for each program, and 
every effort is made to coordinate art 
work, the sets and other visual effects 
to produce an artistically harmonious 
unity. A trained musician follows 
scores with the director to indicate 
shots and timing. Participants range 
from noted soloists to various Wichita 
University faculty and student ensem- 
bles, and from quartets to symphony 
orchestra, concert band and large and 
small choral groups. 

Now in its second year, Television 
School continues to be the most effec- 
tive public-service endeavor presented 
by wBRE-Tv Wilkes-Barre. The pro- 
gram is aired Monday through Friday 
at 9 a.m. and is required viewing for 
all 18 elementary schools in the 
Wilkes-Barre School District. All of 
the schools are equipped with one or 
more tv sets, purchased by the local 
PTA and other parent and club organi- 
zations. 

Television School's 1957-58 curricu- 
lum is: Monday, art, second grade; 
Tuesday, social living, third and fourth 
grades; Wednesday, music, first grade; 
Thursday, social living, third and 
fourth grades, and Friday, music ap- 
preciation, fifth and sixth grades. In 
addition to the city schools participat- 
ing directly in the program, more than 
20 schools in surrounding areas have 
picked up the series and receive from 
the Wilkes-Barre School District sched- 
ules and other material to be used by 
the classroom teachers as a follow-up 
to the programs. 
































Asleep ... hidden within century-deep jungle maze, 
Cambodia's beautiful City of Temples now stirs, — 
‘wakened, reclaimed...her ltabyrinthian architecture 
and treasured sculpture unveiled with painstaking care 
to the sunlight of world acciaim... 

As General's itinerant Ambassador of Good Filmanship 
visits here at Angkor Vat, he recalis that painstaking 
care is a watchword at General too, — care which con- 
stantly guards the quality of your most treasured film. 


GENERAL 


Film Laboratories Corp. 


1546 ARGYLE AVE 
HOLLYWOOD 28, CALIF. 
HO. 2-6171 
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Teeners Run KMSO-TV Show 


With the “teen record hop” becoming a standardized form of local 
programming (modeled along the lines of the ABC-TV American Band- 
stand), KMSO-Tv Missoula, Mont., aimed for a new twist in its show. The 
“do it yourself” craze provided the spark for Hi-Time For Coke, a half-hour 
dance party for teen-agers that is produced, directed and staged by the 
youngsters themselves. 


Hook up with | 





Coca-Cola’s bottler in Missoula bought the show when it was first pre- 
sented for a 13-week period. A renewal followed, then another. A third 
was signed last month, with the bottler noting that although general 
business conditions during the last quarter of 1957 were down as compared 






















Here’s an old estab- 
lished one-stop source for 
all your direct mail adver- 
tising needs at reasonable 


HOOVEN LETTERS, INC. 
Producers of the famous indi- 
vidualized automaticaliy type- 
written Hooven Letter, type and 
machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 
ices. 


THE HORACE H. NAHM COMPANY 
Creators and producers of direct 
mail and printed advertising. 
Idea, Planning, Copy and Art 
facilities for resultful printed 
promotions. 


HOOVEN LITHOGRAPH COMPANY 
Producers of high quality offset 
printing in black and white and 
color. 


NAHM PHOTOGRAVURE 
COMPANY 
Designers and producers of 


finest quality engraved and 
rotolith letterheads. 


HOOVEN LETTERS, INC. 
352 Fourth Ave., New York 10, N. Y. 
COMPLETE DIRECT MAIL SERVICES 
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to the same period in 1956, his Coke sales had gained eight per cent. 

To set up the program, KMSO-TV officials contacted student activity 
counselors at high schools in the area. 
to emcee, a girl sophomore to deliver the commercials, and a girl senior 
to read notices of special activities at the schools in the market area. 

Civic endeavors also share in the format. Students use the program to 
call public attention to their participation in drives for the Community 
Chest, Red Cross, fire prevention, etc.; broadcast time is 5:30-6 Friday 


Talent costs run to all of $2.50 each per show for the student announcers. 
In addition to the juke box and records donated by a local distributor and 
a local music store, the bottler supplies free Cokes for refreshments. 

S. John Schille, station manager, notes that the program has a “fool- 
proof format” which doesn’t need added gimmicks or “Hollywood tech- 
He states that the youngsters enjoy the program and cooperate 
with it only as long as they feel they are not being exploited. 
not tolerate being presented as an act,” Mr. Schille says. 


A high-school senior was selected 


“They will 








NAB (Continued from page 47) 


series of regional meetings in the fall 
of each year, beginning in 1958, was 
necessary to deal with the program- 
ming, sales and administration areas 
of operations. Its spring convention 
is to be used to deal with major in- 
dustry problems which concern top 
management. It is to be restricted to 
them. 

The NAB board evidently believed 
that the annual convention was mush- 
rooming wildly into an uncontrollable 
affair. Necessary business was _per- 
haps becoming difficult to transact. It 
saw hosts of film salesmen, minor sta- 
tion executives, reps, newspapermen 
and others thronging the halls and 
diverting the energies and interests of 
its members. The elevator wait at the 
Chicago convention last year was up- 
wards of five minutes. 

Consequently the Phoenix decision 
was for a complete reshaping of the 
convention operation to meet new con- 
ditions within the industry. This de- 
cision must have been taken with the 


realization that a large number of asso- 
ciate members -will not choose to par- 
ticipate in the new convention pro- 
gram. It must have been recognized 
that the NAB stands to lose between 
30 and 40 associate memberships, 
which. in terms of revenue can total 
between $35,000 and $50,000. 

The film distributors are maintain- 
ing that they will not participate in 
the regional conventions. They see 
them as too costly and without value. 
They talk about a convention of their 
own to take place ‘n the same city as 
the NAB convention, and at the same 
time. They feel hurt at the NAB de- 
cision, as do the reps. Both see it as 
being “unilateral action,” though they 
do not deny the NAB and its members 
the right to run their organization in 
any manner they wish. 

Not being called in and consulted 
about the new kind of convention, the 
film distributors and reps have specu- 
lated continually about the reason they 
are not being allowed to attend. One 
group feels that perhaps some of the 
carnival-type pitch on Film Row has 








rubbed some of the elders of the NAB 
wrong. Others believe that the exhibits 
and hospitality suites of the associate 
members perhaps encouraged too much 
drinking. 

All, however, are angered. They 
claim that film is now a major source 
of station programming. And they 
believe that, as suppliers of this com- 
modity, they are making a large con- 
tribution to the industry. But they 
point out that instead of getting more 
recognition, they are getting less. The 
reps see themselves as an old and 
valued sales asset to stations. They 
cannot understand why, at this time, 
they are being treated as stepchildren. 
Many station reps, of course, are re- 
lieved. They have found the financial 
burden of attendance too heavy. 

But controlled anger is also in evi- 
dence among reps too. Four impor- 
tant reps are drastically curtailing 
their hospitality suites at this conven- 
tion, as a means of beginning to pull 
out of convention attendance. They 
are John Blair, Katz, Avery-Knodel 
and Peters, Griffin & Woodward. These 
firms will have a few execs at the 
convention, but most had far more 
ambitious plans. Edward Petry & Co. 
will have a suite. Others will play 
down their participation. Lloyd Ve- 
nard of Venard, Rintoul & McConnell 
calls his firm’s quarters at the conven- 
tion an “executive suite.” It is for his 
stations and their agency friends. It 
is expected that a number of reps will 
set up their own hospitality suites out- 
side the convention next year, as is 
already being done by other reps who 
are not associate members of the NAB. 

There is some doubt, by many 
broadcasting execs, that the NAB will 
be able to enforce its new style of 
conventioneering even upon its station 
Frank Pellegrin of H-R 
Reps, a former member of the NAB 
staff, believes that it is killing the 
“goose that lays the golden eggs.” He 
sees convention time as a time when 
many station execs naturally want to 
bust loose. He believes that film ex- 
hibitors are a major attraction, and 
wonders whether curtailing their ac- 
tivities might not be a mistake. He 
questions whether it is possible to 
force conventioneers to attend business 
sessions in which they have no interest. 

At a time when the NAB is expand- 


members. 


ing its public-relations program, some 
film distributors ponder whether an 
industry-relations program might not 
also be in order. They believe the 
NAB action is ill-considered, and point 
out that the alienation of two industry 
groups, reps and film distributors, has 
come at a time of economic difficulty 
when it is vital for all parts of the 
business to pull together. They be- 
lieve, too, that so much of the ill will 
generated by the NAB board could 
have been avoided with judicious han- 
dling. Important figures among film 
distributors and reps could have been 
contacted. They in turn could have 
sold the NAB convention program to 
their segments of the industry. 

In any event, the industry will be 
watching the NAB convention pro- 
gram to see how it works out. It will 





VR&M Expands 


Clyde Melville has been named 
to head a new Dallas office recent- 
ly opened by Venard, Rintoul & 
McConnell, Inc., television and 
radio station representatives. The 
firm is also expanding its N. Y. 
headquarters by adding three 
times as muck space as formerly 
used. The added space will include 
an audition room for the use of 
clients. 





be bringing broadcasting something 
new and different, and perhaps con- 
tributing something better. But many 
parts of the industry are waiting to 
be shown. 








New Services by Wexton 


A variety of new promotional and marketing services for stations and 
advertisers has been announced as available from the Wexton Co., Inc., 
New York. The agency, which handles advertising and promotion for a 
number of tv and radio stations, along with such diverse clients as Transo- 
gram Toys, Soundcraft recording tape and Airequipt photographic ma- 
terials, recently moved to new quarters at 444 Madison Avenue—a move 
necessitated by the doubling of the company’s billings in the first quarter 
of this year, and the need of additional space from which to provide its 
added services. 

Offered to stations and station groups on an exclusive basis—one tv, 
am and fm station per city—is a comprehensive promotional program 
involving these features: audience promotion services (jingles, contests, 
gimmicks, etc.) ; research of all kinds; sales promotion, including presen- 
tations, direct mail, literature, etc.; publicity and public relations; mer- 
chandising tie-ins; production services in the form of program ideas, jingles, 
commercials, etc.; information reports on successful station activities else- 
where; trade advertising. 

Seven video stations are using the Wexton service at present, according 
to John Eckstein, recently appointed as director of broadcast accounts. 

Mr. Eckstein, who was formerly advertising-promotion director for 
ABC, describes Wexton’s second new service as “a merchandising follow- 
through program for national and regional spot buyers and for sponsors 
of syndicated film programs.” 

The plan here, he said, is to see that all promotional items—mailings, 
local advertising, personal appearances, etc.—are handled properly and at 
the correct time. It was noted that stations, their representatives and the 
agencies often cannot devote the necessary time and facilities to put into 
operation the promotional program promised the advertiser in the heat of 
the sales story. 

A production supervisory unit has also been set up by Wexton to make 
New York facilities for production of commercials, jingles, films and 
programs available to its clients across the country. The company will 
assist clients in budgeting, creation, production, research and checking 
all details through final delivery to the station. 





April 21, 1958, Television Age 97 





Wall St. (Continued from page 83) 


1965. Needless to say, no portion of 
either option has been exercised to 
date, but it’s worth keeping in mind. 


REPUBLIC MEETING. April Fool’s 
Day also saw the really last (after 
Harry Cohn’s death) of the old film 
tycoons fight off an angry assault by 
stockholders against his long, colorful 
reign, when Republic Pictures Corp. 
held its annual meeting, with Herbert 
J. Yates presiding. 

Mr. Yates reported that Republic 
had earnings for the first fiscal quarter 
ended Jan. 25 of $911,725, or 41 cents 
a share before taxes. This income 
represents almost completely revenue 
from the leasing of 218 Republic post- 
1948 films to NBC-TV. 

Mr. Yates acknowledged that, for 
all practical purposes, Republic has 
quit the motion-picture field, save for 
leasing of its studio facilities to inde- 
pendent producers. A group of stock- 
holders had been attempting to pre- 
vent the annual meeting so they could 
examine the books of the corporation. 
Sickness of the judge hearing the mo- 
tion stalled the possibility of a fa- 
vorable ruling. But the stockholder 
‘group will presumably press its re- 
quests for a look at Republic’s books. 
Republic’s common is now selling in 
the $5.50-per-share range, and the pre- 
ferred is just about twice that price, 
indicating no great confidence in the 
company’s future, despite the earnings 
Mr. Yates reported. 


WESTINGHOUSE STOCK. The 
strength of tv and radio operations 
at Westinghouse Electric Corp. were 
emphasized again at the stockholders 
meeting when Gwilym Price, chairman, 
reported that division is showing an 
increase in revenue in the first quarter 
of 1958, compared with the comparable 
period of 1957. 
Unfortunately, Mr. 


Price didn’t 








The doubts of one advertiser re- 
garding the impact of spot tv 
advertising during |late-evening 
and early-morning time periods 
were recently resolved in dramatic 
fashion. When the management of 
the Morse Sewing Machine Co., 
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Yas i. & 
a 
Marieanne Spivak, formerly Miss 
Pennsylvania, sits amid the huge 
pile of mail which resulted from 
@ promotion stunt designed to test 
the impact of one 20-second spot 
in Class C time on KpKa-Tv Pitts- 
burgh. Each letter contained a 
1951 penny. 


. 


Pittsburgh, approached KDKA-TV 
with a one-minute Class AA spot 
request, only one spot was avail- 
able in the Class C time period be- 


Effective Proof 


tween the 1:10 a.m. Late Movie 
and the Swing Shift Theatre. 


Morse decided to test the effec- 
tiveness of the spot by inviting 
viewers of the two shows to send 
a 1951 penny to its offices. The 
most prompt respondent was of- 
fered a new sewing machine, val- 
ued at $350, while lesser prizes of 
$40 gift certificates—limited to 
1,000—were earmarked for the re- 


maining cooperating viewers. 


The response was overwhelming 
and gratifying. From one area 
alone the harrassed but happy ad- 
vertiser received 8,000 pennies and 
was forced to seek outside help to 
process the huge volume of mail. 
During the second week in March, 
Morse repeated the idea in order 
to test a 20-second spot on the 
Pittsburgh A.M. program (7-8 
a.m.). This time KDKA-TV handled 
the incoming mail and was prompt- 
ly swamped by an incoming ava- 


lanche of 5,500 pennies. 


Morse is now a happy user of 
late-evening and _ early-morning 
spots. The flood of pennies was sent 


to a charity organization. 











think that gain would offset the gen- 
eral slide in business conditions and 
forecast lower earnings for the com- 
pany as a whole in the first quarter, 
but reserved judgment on how the full 
year’s earnings might fare. The com- 
pany earned 82 cents per common 
share on a volume of $475 million 
in the first quarter of 1957. For the 
full year of 1957 Westinghouse had 
earnings of $4.19 per share on volume 
of over $2 billion. 

On the basis of the market price, 
investors don’t expect Westinghouse 
earnings to decline too sharply. The 
common, as this issue closed, was 
selling for $57.75 per share, off mod- 


a — ——— 





erately from the high of $65.50 for 
the year. 


* * * 
CALCULUS TEXT. 


McGraw-Hill has just published 
Calculus for Electronics (407 pp., $6), 
an especially planned text intended to 
follow Cooke’s Mathematics for Elec- 
tricians and Radiomen, and to precede 
Nodelman and Smith’s Mathematics 
for Electronics with Applications. 

Written by A. E. Richmond, an ex- 
pert teacher and technician with a fine 
background in electrical engineering 
education, the book is a complete text 
for students in electronics who require 
a knowledge of calculus in their work. 
Beginning with fundamental concepts 
of calculus, the book develops the 


PERSONNEL AND UNION RELATIONS: Appraisal of union contracts; building 
sound employee relations; efficient staffing of radio/TV stations; job analysis; 
effective job-wage structures; contracts for salesmen and talent; building employee 
morale; efficient scheduling of manpower, work flow efficiency. Write or phone: 
Richard P. Doherty, TELEVISION-RADIO MANAGEMENT CORPORATION, | | 
1816 Jefferson Place, N. W., Washington, D. C.; District 7-1957. 


basic operations of differential and 
integral calculus and advances to 
other special topics. Application of 
| calculus methods to television, radar, 
loran and transistors are also included. © 
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(Continued from page 29) 


mainly in urban areas,” the Knicker- 
bocker °58 tv campaign was noted as 
“being 10 times greater than last 
year’s schedule.” This figure was ar- 
rived at through computations in- 
volving the number of spots per week, 
the number of homes in the market 
areas and the “rating points” com- 
mercials would receive in prime times. 
The new campaign merits 294 rating 
points, as opposed to the previous 
campaign’s 30. 

In an attempt to create a brand 
image of a youthful, modern beer 
for today’s fast-moving, active drink- 
ers, the brewery is using a live charac- 
ter called “Knick Knickerbocker” 
throughout its advertising. (Knick is 
played by Jordan Bentley, an athletic 
and handsome singer who portrayed 
a hulking football player, “The 
Wreck,” in the Broadway musical, 
Wonderful Town.) A series of three 
one-minute films and a number of ID’s 
and 20’s have been made. The spots 
features Knick with a group of singers 
and dancers in modern-musical comedy 
settings. 

A complicated, fully orchestrated 
theme song in the video spots and the 


company’s radio commercials an- 








Gerald O. Kaye has been named presi- 
dent and general manager of WATV 
Newark-New York by Ted Cott, NTA 
vice president in charge of station op- 
eration. During the past year Mr. Kaye 
has been chairman of the board of 
Laundercenter Corp. and Servicenter, 
Inc., in New York and New Jersey. 
Prior to that he was chairman of the 
board and president of Gerald O. Kaye 


sey distributors of Crosley and Bendix 





Storer Story 


In an unusual move that under- 
scores the importance of public 
service, the latest issue of Storer 
Story, the monthly house organ of 
the Storer Broadcasting Co., has 
been devoted entirely to this area 
of programming and to the com- 
munity-projects activities of the 
Storer tv and radio stations. 

The issue did not start out to 
concern itself completely with one 
subject, but in looking over mate- 
rial sent in by the Storer outlets, 
the editors decided to eliminate 
for one issue the family chit chat, 
vital statistics, etc., that custom- 
arily make up the publication, and 
concentrate instead on the sta- 
tions’ community and public serv- 
ices. 





nounces that the public should “Sing 
out for Knick ’cause Knick has the 


knack.” 


Initial spot schedules “covering the 


Knickerbocker market area from 
Maine to Philadelphia” consist of 26 
spots weekly in New York, four in 
Albany and two in Lancaster, Pa. Of 
those placed in New York, 11 run 
on WCBS-TV, eight on WRCA-TV, six on 
WABD and one on WABC-TV. Taking the 
wcss-Tv schedule as an example of 
the over-all campaign, two one-minute 
spots run weekly—one during the Late 
Late Show film and the other on the 
station’s Picture For A Sunday After- 
noon. The balance of the spots are 
20’s and ID’s in night slots through- 
out the week. 
Although the 


budget was not revealed, there is no 


company’s yearly 
doubt that tv gets the major share, 
with a fair amount going into outdoor 
and small portions into radio and spe- 
cial-market publications. Virtually no 
major newspaper advertising plans 
were announced. 

The television spot campaign, which 
began running last week, should bene- 
fit from some $600,000 this year. That 

(Continued on page 100) 








Oh, Stop blubbering, 





Smidley/ 


Gad, man, | can't stand tears. But 
get this straight . . . | want some 
alert, wide-eyed time buying 
around here. Just check this Cas- 
cade market. It's big, Smidley, 


| ‘ big! KIMA-TV with its satellites is 
| rs the biggest, exclusive TV buy in the 
| fe cailhe West. And; mind you, it's getting 
_ bigger every day. A billion-dollar 


SS buy. Now let's not miss it again, 

















market that's ours with one single 


huh, Smid? 

Quite a markef .. .« 
Population ..........-.----- 563,875 
Retail Sales ............. $657,655,000 


Source: 1957 “Survey of Buying Power” 


KIMA-TV 


YAKIMA, WASHINCTON 
with its satellites 
KEPR—TV, Pasco, Wash. 
KLEW—TV, Lewiston, Idabe 


and KBAS—TV 
Ephrata, Moses Lake, Wash. 


CASCADE 


BROADCASTING COMPANY 





& Associates, New York and New Jer- | 
| 
| 


home-appliance products. PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 
Shoe stores and 


Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 
Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 
Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $3 00 PER COPY 


Television Age 
444 Madison Ave., 
New York 22, N. Y. 
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figure represents the sum paid last 
year by Knickerbocker for the tv-radio 
rights to the Giants’ baseball games. 


Piel Champs 


Harry and Bert Piel are back once 
again as the tv public’s favorite com- 
mercial messengers, according to the 
American Research Bureau’s March 
round-up of the best-liked commercials 
on television. Piel’s beer, with regional 
exposure only and therefore a smaller 
audience among ARB’s diary sample, 
has the distinction of being the only 
commercial to hold the No. 1 position 
for the seventh time since ARB in- 
augurated its _ best-liked-commercial 
survey in May 1956. 

Hamm’s beer and Maypo cereal, both 
regional advertisers also, follow in the 
second and third spots, respectively, in 
the latest survey, on which one new- 
comer, Burgermeister beer, makes its 
debut in 15th place. 

Several commercials returned to the 
popularity list after an absence. Ipana 
appeared last in August 1957, Alka- 
Seltzer in January of this year, Post 
cereals in the same month and Valley 
Dale meats in August °56. Of the com- 
mercials that moved into higher-rank- 
ing positions in March over the pre- 
vious month’s standing were Dodge, 
from fifth to fourth place; Chesterfield, 
from 10th to ninth; Winston, from 15th 
to 10th; Ivory soap, from 16th to 10th; 


BEST LIKED TV COMMERCIALS 


Based on ARB’s National Dairy Sample, 
March 1-7, 1958 


% Commercial 


Rank Commercial Mention 
1. Piels, Young & Rubicam .......... 7.5 
2. Hamms, Campbell-Mithun ........ 7.3 
3. Maypo, Bryan Houston ........... 7.2 
ee ene 4.1 
5. Seven-Up, J. Walter Thompson .... 3.5 
6. Tip-Top Bread, J. Walter Thompson 3.4 
7. Alka-Seltzer, Geoffrey Wade ....... 1.9 
7. Kleenex, Foote, Cone & Belding .... 1.9 
9. Chesterfield, McCann-Erickson .... 1.8 
eS, ee 1.7 
10. Ivory Soap, Compton .............. 1.7 
M.. Winaten, Wm. Baty «oo. tovevenase. LJ 
13. Ford, J. Walter Thompson ........ 15 
13. Schlitz, J. Walter Thompson ....... 1.5 
15. Burgermeister, BBDO ............ 13 
15. Jello, Young & Rubicam ........... 1.3 
17. Post Cereal, Benton & Bowles ...... 1.2 
18. Valley Dale, Noble-Dury .......... 1.0 


Kleenex, from ninth to seventh, and 
Seven-Up, from sixth to fifth. 

Results were tabulated from answers 
to a question in ARB’s Diary of Tele- 
vision Viewing for the week of March 
1-7, with each diary family asked to 
name the commercial that pleased it 
best during the survey period. The 
figures represent preference for the 
commercial solely and do not attempt 
to measure audience size or resulting 
sales. 


Theatre Pay Tv 
“Here is the first true national ex- 
ample of pay tv,” said Irving B. Kahn, 
president of TelePrompTer Corp., in 


(Continued on page 102) 





TV Shorthand 


Shorthand will be emphasized 
in the first of a series of live 15- 
minute programs scheduled to ap- 
pear on wTopP-tv Washington, 
D.C. Entitled Classroom 9: Short- 
hand, the series will be presented 
in three 18-week stages every 
Saturday at 7:15-8 a.m., begin- 
ning April 26. Teachers in the Dis- 
trict of Columbia public-school 
system will offer instruction in 
each successive stage, which, in 
order, will consist of an introduc- 
tion to shorthand, advanced short- 
hand and dictation and theory. 

The number of general educa- 


tional courses being 


offered on television, the potenti- 


presently 


ality of the medium for visual 
instruction and the educational 
needs of Washingtonians dictated 
the selection of shorthand by 
school officials and wTop-Tv execu- 
tives. Upon registration, viewers 
will be supplied with textbooks 
and study manuals and will be 
eligible to take an examination 
at the end of the first 18 weeks. 
The initial registration fee will 
be $12.50. 

The more practical educational- 
tv approach was conceived by 
Thomas B. Jones, wrop-tv direc- 
tor of programs, Dr. Carl Hansen, 
acting superintendent of D.C. 
schools, and Francis A. Gregory, 
assistant superintendent. Vic Hirsh 
will direct the program for WToP- 
TV. 

































































why don’t you believe 
in Jesus? 


Every head in the TV studio turned toward the youthful questioner. Cameras stopped jockeying for 
proper position. A silence fell over the control room broken only by the director’s quiet request for a close- 
up of the man to whom the question was directed. 

With gentle eyes and a soft voice Rabbi Abraham Shusterman stated simply the Jewish attitude 
towards Jesus of Nazareth. 

Powerful television? Sure, but even greater public service, the kind that sweeps away intolerance and 
ignorance with reason and knowledge. 

Each week Rabbi Shusterman, Father William K. Dunn, Chaplain of Notre Dame of Maryland and Dr. Frederick Helfer, minister 
of Baltimore’s Christian Temple, join forces on WBAL-TV’s “To Promote Good Will”, a program presented by the Maryland American 
Legion. Their purpose: a better understanding of God and His Churches by answering completely unrestricted questions from a 
youthful panel of guests. 

By programming “To Promote Good Will” in prime Sunday evening time, WBAL-TV once again shows its firm conviction in the 
power of television to shape men’s lives for the better. 

That is why in Maryland only WBAL has for years had a full time Public Affairs and Education Director, Arnold Wilkes, and why 
we continue to merit the confidence and respect of our community. 


WBAL-TY [iG cuanne 11 BALTIMORE 


Nationally Represented by EDWARD PETRY & CO., Inc. 
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News (Continued from page 100) 


reference to his company’s closed-cir- 
cuit theatre telecast of the recent Robin- 
son-Basilio middleweight title fight. 
“Our system,” he noted, “demonstrated 
that pay tv can best operate with a top 
event, handled through a box office, 
and one that would not normally be 
seen on home tv—thereby taking noth- 
ing away from the home viewer.” 

Attendance figures for the theatre- 
casts showed a record 364,876 persons 
paid between $3 and $7.50 each for 
admission. This total represents an 
80,000-viewer increase over the audi- 
ence that saw the two fighters last year, 
and is about 15,000 more viewers than 
watched the Marciane-Moore heavy- 
weight bout in 1955. 

Stating his belief that theatre tv is 
“the only kind of pay tv the public will 
accept,” Mr. Kahn pointed out the 
viewers were not compelled to buy an 
attachment for their tv sets, they signed 
for no “subscription period,” and they 
were afforded an opportunity to “get 
out of the house and fulfill their gre- 
garious natures.” 

When asked about plans for Tele- 
PrompTer coverage of future sports 
events, Mr. Kahn remarked that he 
thought the public would be satisfied 


to “view preliminary events at home 
and will pay to see top championship 
and decisive events.” The World Series 
would be an example of such an event, 
he admitted. (The Gillette Razor Co. 
contract with NBC-TV for sponsored 
World Series telecasts runs through 
1961.—Ed.) 


Art Awards 


At the recent Art Directors Club of 
New York’s 37th Annual Exhibition, 
television took three of 14 medals 
awarded to the best advertising art in 
seven classifications. A total of 467 en- 
ea oie = Ife = 
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CBS-TV won award for the best design 
of a complete unit—showing on film 


tries was selected from 12,000 submis- 
sions in the fields of magazines-news- 
papers, booklets, posters, point-of-sale, 
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advertising art, television and maga- 
zine editorial design. 

Entries in the tv field also gained 
four of 43 certificates of merit pre- 
sented by the club. Awards were be- 
stowed by a committee headed by 
Norman Tate of N. W. Ayer & Son, 
Inc. Among the 11 members who served 
on the selection jury were William 





Hallmark's “There shall be no night” 
won best design for complete unit— 
show-titling with continuity stills 





Farm Prices 


Ways and means of reversing 
declining farm prices were the 
subject of a recent eight-hour farm 
information show on WNCT Green- 
ville, N. C. Produced with the co- 
operation of the Extension Service 
at North Carolina State College, 
the South’s first “Farm-a-Thon” 
telecast from 6 a.m. to 2 p.m., 
featured more than 60 top state 
farm experts. 

The guest speakers informed 
farmer-viewers that recent reduc- 
tions in tobacco acreage in the 
eastern part of the state could be 
offset by adoption of a year-round 
agricultural program, the raising 
of poultry, utilization of the state’s 
forest reserves and the planting of 
such new crops as sweet potatoes, 
fruit and vegetables. 

A poultry processing plant, a 
large multi-million dollar Swift 
meat plant and a large Flake board 
plant, all currently or almost in 
operation, were cited by the ex- 
perts as offering new sources of 
revenue for previously unproduced 
farm products. Farmers were also 
urged to improve the quality of 
their crops and to adopt a more 


efficient insect-control program. 











Buckley, Benton & Bowles; William 
Duffy, McCann-Erickson; G. Warren 
Schloat Jr., Compton Advertising, and 
John Sidebotham, Young & Rubicam. 

Winners of the club medals and the 
classifications in which the awards were 
presented are as follows: 

Best design of complete unit—show- 
titling with continuity stills. Winner— 





Playhouse Pictures won award for best 
advertising art in full-animation film 
commercials 


the semi-abstract, militaristic titles for 
There Shall Be No Night, as presented 
last season on the Hallmark Hall of 
Fame. Foote, Cone & Belding was the 
advertising agency, Guy Fraumeni the 
artist, and Edward J. Bennett the art 
director. 

Best design of complete unit—show- 
titling on film. CBS-TV took this award 
for its modernistic little figure scamper- 
ing over simplified backgrounds on 
The Seven Lively Arts. The film was 
produced by Storyboard, Inc., with 
Emery Hawkins as the artist and John 
Hubley serving as art director. 





The validity of a Nebraska 
statute which prohibits broadcasts 
and telecasts during state court 
proceedings has been sharply chal- 
lenged by Lyell Bremser, vice 
president and general manager of 
radio station KFAB Omaha. In 
a recent broadcast editorial, Mr. 
Bremser denounced the action of 
Nebraska Attorney-General Clar- 
ence S. Beck in asking the State 
Supreme Court to cite Douglas 
County Circuit Judge James Eng- 
lish for permitting stations KMTV 
and KFAB Omaha to telecast and 
broadcast court proceedings in an 
Omaha murder trial. 

In the action filed by Attorney 
General Beck, Judge English is 
charged with violating Canon 35 
of the judicial ethics of the high 
court on the grounds that he per- 
mitted the taking of photographs 
in the courtroom during recesses 
in the murder trial of one George 





Challenges Court 


Daniel Jones and permitted mi- 
crophones and cameras in the 
courtroom during the actual pro- 
ceedings. Canon 35 is a national 
code adopted by the State Supreme 
Court in 1951. 
things, it prohibits the taking of 


Among other 
photographs and broadcasting of 
court sessions on the grounds that 
such activities tend to detract from 
the dignity of the court and to 
degrade it. 

In his editorial, Mr. Bremser 
described the canon as “an arbi- 
trary statement of policy. . . 
which has gone out with the horse- 
and-buggy.” Mr. Bremser further 
warned the broadcasting industry 
that “our battle for equal court 
rights is at stake. If this citation 
is upheld, every inch that we have 
gained will be lost and may never 
be regained. The time for vigor- 
ous action is now.” 





Best advertising art in full-animation 
film commercials. A recruiting film for 
the U. S. Navy was cited, with Play- 
house Pictures having produced, Bill 
Higgins noted as the artist, Robert 
Cannon as the art director-artist and 
Chris Jenkyns as art director. 

Certificates of distinctive merit went 









*January, 1958 


to a single-frame promotional design 
for CBS-TV, a single-frame show title 
for the NBC-TV Matinee Theatre, a 
BBDO film commercial for Timken 
Roller Bearings produced by Academy 
Pictures, Inc., and a Campbell-Ewald 
commercial produced at Warner Bros. 
Pictures for Chevrolet. 


WRBL-TV . . . Columbus, Ga., has it. 
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effect of same show with 


wo informal surveys conducted 

§ by kmtv Omaha, NBC-TV affiliate, 
have unearthed some significant details 
on the commercial possibilities of 
color television. Both surveys indicate 
that tinted shows exert a very power- 
ful influence on the size of a tv audi- 
ence, the number of viewers per set 
and the over-all effectiveness of com- 
mercials. In view of the increased 
nationwide sales of color television 
sets and the high ratings achieved )y 
color programs, the surveys serve as 
prophetic harbingers of color televi- 
sion’s future role. 

The first survey compared the effec- 
tiveness of the Thursday-night 30- 
minute Rosemary Clooney Show, done 
in color, with two opposing black-and- 
white presentations—CBS-TV’s Play- 
house 90 production of Point of No 
Return (on the survey night) and The 
Gray Ghost, a film series carried on 
the local ABC-TV outlet. During the 
half-hour period surveyed 40 tele- 
phone calls were made by KMTV to 
color-set homes and 40 calls were 
made to black-and-white homes. The 
following results were determined: 


Color builds 
audience 


KMTV survey compares 


and without tint 





1. Seventy per cent of the color-set 
owners were viewing Miss Clooney on 
the NBC-TV outlet. 

2. Only 33 per cent of the black- 
and-white owners were viewing the 
KMTV program. 

3. There were 2.28 viewers per set 
in the color-tvy homes, compared with 
2.22 viewers per set in the black-and- 
white homes. 


Postcard Survey 


In the second survey, 120 postcard- 
questionnaires were mailed to color- 
set owners in Omaha. Thirty-six per 
cent of the respondents queried gave 
the following opinions on color tele- 
vision: 

1. In every case, the respondent re- 
ported receiving a color picture of 
good quality. 

2. As in the first survey, there were 
more viewers per set for color pro- 
grams than black-and-white presenta- 
Color programs drew 3.7 
viewers per set, while black-and-white 
shows attracted only 2.4 viewers per 


tions. 


set. 
3. Approximately 85 per cent of the 








respondents considered color commer- 
cials more effective than commercials 
on black-and-white shows. Some re- 
spondents indicated that black-and- 
white commercials, when appearing on 
a color show, lost much of their 
effectiveness. 

Typical comments on color commer- 
cials were: 

“Color brings out the true picture 
of items advertised and makes them 
more real. You see 
would in the store.” 


items as you 


“No matter how interesting the sub- 
ject is in black-and-white, color makes 
it more attractive and eye catching.” 
“, . . color makes everything more 
natural and more appealing.” 

“You know just what to buy when 
you see the product in color.” 

KMTV has displayed a_ color-con- 
sciousness rivaling that of any tv 
station in the country. In addition to 
presenting all of its promotional cam- 
paigns in color, the station has in- 
creased its local chromatic program- 
ming to 90 per cent of its scheduled 
total. Since the NBC network con- 
tributes approximately 15 hours of 



















regularly scheduled color a week to 
KMTV, the addition of three hours of 
tint daily to its local programming 
places the station near the top in 
colorcasting. 

xX * a 


Advertising Text 


Principles of creative advertising are 
set forth in Advertising Copy, Layout 
and Typography, by Hugh G. Wales, 
Dwight L. Gentry and Max Wales, 
just published by the Ronald Press 
Co. (491 pp., $7.50). Simplified pro- 
cedures and fundamentals are stressed 
in this step-by-step study of the crea- 
tion of advertisements in all media. 
Creative problems of layout and copy 
in such varied media as newspapers, 
magazines, direct mail, television, ra- 





Ziv Public Service 


Tv film syndicators have be- 


come increasingly active in 
supplying ideas and materials for 
station and advertiser public- 
service efforts. Typical of this 
trend is the three-pronged contri- 
bution of Ziv Television Pro- 
grams, Inc., to video public serv- 


filmed 


drives on a nationwide basis, (2) 


ice: (1) fund-raising 
making available to national and 
state agencies episodes from tv 
series that are pertinent to the 
organization’s work, and (3) pro- 
viding advertisers and_ stations 
with detailed public-service cam- 
paigns keyed to the theme of a 
particular program. 

Among the Ziv series which 
have been utilized in this way are 
Highway Patrol, with a safety 
campaign prepared by the Na- 
tional Safety Council; Dr. Chris- 
tian, in connection with which sta- 
tions and _ sponsors received 
suggestions on working with local 
institutions on community health 
programs; Harbor Command, 
with idea kits prepared for co- 
operation with the Coast Guard 
and local port officials, and The 
New Adventures of Martin Kane, 
prints of one episode of which, 
dealing with passport fraud, were 
requested by the State Department 
for training purposes. 





dio, and outdoor are all discussed. 
In the chapter on television the 
authors quote from Gilbert Seldes: 
“Television is unique among the 
media, yet in many ways it is a syn- 
thesis of all of them. Television brings 
together for the first time into a com- 
pletely integrated and unified whole 
the elements of sight-in-motion, sound 
and immediacy. Color has arrived, and 
three-dimensional presence is not im- 
possible. Thus, for all practical pur- 
poses, the presentation is complete.” 
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Lyons shares success 


Star of WLW-T ‘50-50 Club’ credits audience for satisfying years in tv 


Ruth Lyons (l.) receives award for her Christmas Fund and work with children 


uth Lyons, impresario of what the 
Crosley Corp. believes is the high- 
est-rated daytime television show in 
the nation, recently celebrated the 12th 
anniversary of her 50-50 Club on WLW 
and WLW-T Cincinnati. Miss Lyons, in 
commenting on her success-filled ca- 
reer, delivered the following mono- 
logue on audiences, sponsors and pro- 
motions. 

“, .. Some of the most disappointed 
people I’ve ever seen are the ones who 
start out an interview with a question 
like ‘what’s the secret of your success?’ 
How in the world can you answer a 
question like that? I’ve been success- 
ful simply because my audience wants 
me to be. Because they’ve always been 
a living part of everything I’ve done 
—empathy is a good word for it, but 
even that doesn’t go far enough. Be- 
cause the gals get more than just a 
feeling of participation—in most cases 


106 April 21, 1958, Television Age 


they actually do take part. 

“My audience enjoys my success. 
They like being instrumental in some- 
thing like making the Christmas Fund 
the biggest thing of its kind in the 
country. They like driving my sponsors 
frantic by responding to premium of- 
fers and contests more enthusiastical- 
ly than anyone could possibly have 
imagined. 

“*. . . Our most important considera- 
tion is always the audience. In the 12 
years of the 50-50 Club this has been 
one principle to which we have always 
adhered—never fool the audience, nev- 
er talk down to them. Be forthright in 
your approach to them, and they, in 
turn, will support your sponsors’ prod- 
ucts and activities. 

“. . . The next most important con- 
sideration is the dealers who serve the 
audience. 

“We must always recognize our re- 


sponsibility—to the audience and the 
dealers—to advertise the best possible 
product with the best available distri- 
bution, so that we may do a commend- 
able job for the sponsors. 

“Sometimes the sponsors make this 
pretty difficult. Often they don’t seem 
to realize the potency of television ad- 
vertising, then they have to be shown 
—the hard way. 

“In the early days of television— 
when the 50-50 Club had been on about 
a year Serta Mattress wanted to offer 
a free gift, costing the dealer about a 
dollar to make. Despite our warnings, 
he insisted. On the first announcement, 
we received 15,000 requests. He had 
only about 1,000 of the items made up 
and had to work his factory overtime 
to honor the requests.” 


Serta Still Advertises 


Despite this early difficulty, Serta is 
still happily numbered among 50-50 
Club participants. A recent letter to 
Miss Lyons, from the president of the 
agency handling the account, illustrates 
just how happily: 

“Herb Wuest just gave me the final 
figures on this year’s Serta Lux sale— 
43 per cent ahead of last year—and 
last year, as you know, set an all-time 
record. 

“And that’s not all. Adam Wuest, 
Inc., not only led all 44 Serta factories 
in the United States in the sale, but 
was 54 per cent ahead of the factory 
that finished second. 

“Herb Wuest tells me that dealers 
throughout the territory give you full 
credit for this new record. Again and 
again 50-50 Clubbers came in and 
asked for ‘the Serta sale mattress that 
Ruth Lyons advertises and that has her 
name on it.’ ” 

Miss Lyons continues: 

“More recently, the Singer Sewing 
Machine Co. decided to see if women 








were really aware of their participation 
in the 50-50 Club telecasts. They de- 
cided to have ‘open house’ at all Singer 
Sewing Centers. A woman had only to 
register her name at a Singer Center 
to become eligible to win a Slanto-Matic 
Singer. In addition, each woman who 
stopped in received a tape measure. 
‘Open house’ was scheduled to continue 
for the first three weeks in February. 
Before the end of the second week, I 
had to announce that the registration 
would end at the conclusion of the 
week, since more than 30,000 women 
had registered, and the Singer Sewing 
Centers were unable to handle the num- 
ber of registrations and free gifts. 

“Summing it all up, there are three 
things to remember: 

“1. It is important to the sponsor 
that we see to it that his money is being 
properly invested in advertising on the 
50-50 Club. 

“2. It is important to the show and 
the station that we maintain a reputa- 
tion of honesty and trust. 

“3. It is important to everyone con- 
cerned that we never forget our re- 
sponsibility to the audience. I have 
always attempted to follow this by 





Lyons Award 


Ruth Lyons, whose 50-50 Club, 
in color and black-and-white every 
weekday from noon to 1:30 p.m., 
is one of the live program staples 
of wLw-tT Cincinnati, was the 
recipient last month of a gratifying 
commendation from the board of 
trustees of the Ohio Hospital Asso- 
ciation, for “17 years of devoted 
service to the children of your 
viewing audience.” 





never thinking of them as other than 
intelligent and worthy of every con- 
sideration.” 

Tickets for Miss Lyon’s shows are 
sold out for the next three years. The 
most recent ticket sale brought in 
enough requests to fill the studio (130 
a day) every day for the next nine 
years. There are a total of 18 sponsors. 
Fourteen are on the waiting list. Some 
potential sponsors have been waiting for 
more than a year and a half. 

The 50-50 Club—in color and black- 
and-white—is aired by, in addition to 
WLW-T, WLW-D Dayton, wLw-c Colum- 
bus and wiw-1 Indianapolis. 





“Business is good in KEL-O- 
LAND” is the theme of a public- 
service campaign being conducted 
by the Midcontinent Broadcasting 
Co. of South Dakota. The power 
of positive thinking is being pro- 
moted on a large scale to combat 
recession blues by dramatizing 
good news about the state’s econ- 
Thus, to boost business 
morale and to prove that this in 
turn will boost business, the com- 
pany has introduced a “KEL-O- 
LAND Bellringer” program. 


omy. 


Joe Floyd, Midcontinent presi- 
dent, in announcing this plan re- 
cently, explained that KELO-TV-AM 
and KDLO-TV will accept messages 
from businessmen, break into the 
stations’ schedules by ringing a 
bell and, 
“good-business bell-ringer,” read 
the reports. 


after announcing a 


Midcontinent, which covers an 





Business Boosters 


area that includes most of South 
Dakota, as well as large portions 
of southwestern Minnesota, north- 
western Iowa and northeastern 
Nebraska, bases its supposition 
that business is good on more than 
a pair of rose-colored highballs. A 
recent Associated Press economic 
survey described the South Dakota 
economy as healthy because of a 
good crop year and high livestock 
prices. 

Then, too, letters and phone calls 
which have been coming into the 
station at a voluminous clip since 
the plan’s inception and which are 
full of praise, seem to indicate that 
optimism is well-founded. Typical 
sentiments are expressed by an 
auto dealer in Minnesota, who 
says, “We think that a little greater 
effort has to be put forth in order 
to get the same results this year 
but that the future is healthy and 
secure.” 











WCSH.-TV 


Portiand, Maine 























At WCSH-TV 
Public Service 
is a 33-year habit 


From radio since 1925 WCSH-TV 
management has appreciated the 
value and need of adequate plan- 
ning for promotion of the com- 


munity’s worthy interests. 


Weekly half hours regularly are 
devoted to: Classroom on the Air 
—first practical educational TV 
series in Maine; Wednesday Art 
Lesson—produced with coopera- 
tion of Portland Art School; Maine 
Farm Topics—with Channel 6's 
farm director, Jake Brofee, plus 


state and county specialists. 


Monthly public service produc- 
tions: Maine Medical Center's se- 
ries on modern surgery, clinical 
procedures and patient care; Re- 
ligious Community in Focus— 
Protestants, Catholics and Jews 
alternate in presenting study or 


devotional periods. 


Many other programs and spots 
are devoted to the various health, 
welfare and associated group cam- 
paigns, community and children’s 
theatres and other regional inter- 


ests. 
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F you have ever watched your child 
at play—secure, happy, unafraid—you have seen the strongest argument in 
the world for investing part of every pay in United States Savings Bonds. For 
bonds, which can protect her present and insure her future, are savings you 


cannot lose. They’re Government-insured up to any amount. They pay 34% 
interest when held to maturity. And they make saving for security easier— 
because you can buy them automatically through the Payroll Savings Plan 
where you work. Or regularly where you bank. Why not start your bond 
program today? Make life more secure for someone you love. 


The U.S. Government does not pay for this advertisement. It is do- 
nated by this publication in cooperation with the Advertising Council 
and the Magazine Publishers Association. 


108 April 21, 1958, Television Age 

















Tv Beats Radio at Its Own Game 


Program success stories on television stations around the country are 
many and varied, and the reasons attendant upon the birth of some of 
these shows are often just as diverse. Among the most truly unique “stories 
behind the story” is the tale of how The Morning Show, from 7 to 9 a.m. 
six days a week, came into existence at w-Two Bangor, Me. 

The basic idea for this now top-rated show first captured the interest of 
the station’s management about three years ago. At that time, W-TWO was 
not the CBS affiliate it is today, and its tv competitor in Bangor was carry- 
ing a full schedule of programs from all three networks. W-TWo’s executives 
reasoned that without a network affiliation of their own it would be ex- 
tremely difficult to compete with a rival so endowed. 


The station felt, however, that it might be easier and more practical to 
direct part of its efforts against the local radio stations as competitors. 
Therefore, having made up its mind to attack on the radio front, w-Two 





decided that the attack would have to be in the early morning, principal 
stronghold of most radio stations and a time when they carry much of their 
advertising. 

For about a year w-tTwo tried different early-morning formats—and made 
little impression on the early-morning audience in the area. At the begin- 
ning of 1956, though, it dawned on the station’s people that the best way 
to absorb radio’s early-a.m. audience might be by using radio’s own early- 
a.m. program techniques. Thus was The Morning Show born on w-Two— 
in the same pattern, says the station, as an early-a.m. am’er: music, time, 
temperature, weather, news headline, ad, music, time, temperature, weather, 
news headline, ad, etc. 

The main differences between the tv program and its radio counterparts 
were—and are—that w-TWo’s music is played by live talent, while the 
radio music is recorded, and, secondly, that the tv outlet serves a much 
larger area than any radio station. In producing The Morning Show, w-Two 





one that a 
listener would not have to watch also in order to receive most of the benefit 
of the program. 


made a definite effort to make it primarily an aural service 


Although the show did not take off like any rocket, it did commence a 
slow, steady, constant growth that has now burgeoned into a rating larger 
than that of any two radio stations in the area combined. The end result 
has been a victory over radio in that medium’s own strongest field. 
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CURE CANCER 


If cancer is detected in its 
early, localized stage, the 
chances for cure are very much 
better. Play it safe and smart. 
See your doctor for a checkup 
every year. 


And fight cancer with a check! 
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Winners (Continued from page 49) 


that gave that series an impact rarely 
enjoyed by it. Taking as its theme, 
“All Shows Are Local Shows,” the 
station created a new format for the 
program. Springfield citizens who had 
participated in the battles shown by 
the series introduced and closed each 
show. Local marines were used on a 
college cooking show, a children’s 
show, to dedicate a lake, and in any 
and all ways to sell Uncommon Valor. 
The second-place winner, WREX-TV 
Rockford, Ill., presented a series of 
Brave Eagle parties at local movie 
houses, where children met the Indian 
scout. Third-place winner, KSLA-TV 
Shreveport, knowing that it was going 
to lose the Mickey Mouse Club to 
another station, used that program as 
the focal point of a campaign to get 
audiences to watch Popeye and Warner 
Bros. cartoons, the program to follow. 
When the switch-over came, the audi- 
ences remained at KSLA-TV. 
Feature films 

promoted. KYW-TV 


were ingeniously 
Cleveland, _first- 
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place winner, used as its major stunt 
a lion to tie-in with its presentation of 
MGM features. Newspapermen were 
brought in for cocktails with the lion, 
a parade was held, and the animal 
caught the imagination of the com- 
munity. KTLA, the second-place win- 
ner, gave Screen Gems’ “Shock” pack- 
age the full treatment. The program, 
Nightmare, had three main promotion 
facets—the “Mystery Tower Sitter” 
contest, the “Do-It-Yourself Night- 
mare Kit” and the “Nightmare Press 
Party.” The third-place winner, WOR-TV 
New York featured a series of gimmick 
ideas to tie-in with various pictures 
in its Million Dollar Movie package. 
They included an elephant for Gunga 
Din, a letter sent to the Joseph Youngs 
of New York for Mighty Joe Young, 
and a Fred Astaire dance-studio party 
for the story of Vernon and Irene 
Castle. 


Feature Winner 


Again a winner, WREX-TV Rockford, 
first place for feature promotion, sold 
the National Telefilm Network through 
concentrated use of traditional space- 
grabbing tools. The same was true of 
waFB-TV Baton Rouge, which did, how- 
ever, also offer a “Dream Vacation” 
contest, KTBS-TV Shreveport went in 
heavily for offbeat stunts to sell the 
Shock package and take third prize in 
its grouping. 

KBTV Denver did a bang-up job of 
selling its local show, the Butter-Nut 
Weather Girl, and won in the large 
markets. The girl who conducted the 
weather strip was used intensively to 
sell Butter-Nut coffee in supermarkets 
and other high-traffic stores. wcco-Tv 
Minneapolis, the second-place winner, 
promoted its news strip at 10 p.m., and 
had the difficult task of changing a 
six-year habit in the locality. The three 
news personalities were promoted by 
every means at the station’s disposal. 
Third-place winner, KYW-TV, promoted 
the Twin Hearts Anniversary Ball by 
presenting a program, importing tup 
talent from New York and numerous 
gimmick ideas. 

In the smaller markets, the winner 
was KELO-TV Sioux Falls. The station 
promoted its personalities and their 
local programs by creating a special 
show, Homemaker’s Holiday, and tour- 
ing it throughout its large coverage 


area. KFDx-TV Wichita Falls, Tex., sec- 
ond prize winner, promoted a series of 
sports programs that were sponsored 
by Jax Beer. A special pitch was made 
to dealers via a closed-circuit telecast, 
and then traditional methods were 
comprehensively utilized. The two 
third-place winners WAVE-TV 
Louisville and waFB-Tv Baton Rouge. 
The wWaAvE-Tv effort was centered 
around “Bids For Kids,” an auction 
held for a local children’s hospital 


were 


which annually runs a deficit because 
of charity cases. WAFB-TV promoted 
Roland Daye, a local news commenta- 
tor, whose sponsored program makes 
intensive use of local news. 

The syndicators generally put their 
shoulders to the promotion wheel for 
their programs. Under the guidance of 
Fred Mahlstedt, director of operations, 
CBS-TV Film Sales won the blue rib- 
bon for its promotion of Whirlybirds. 
The promotion relied heavily on con- 
tests, luncheons and station-promotion 
aids in the form of kits. Its selection 
of a Miss Whirlybird lent itself to 
saturation exploitation in several ma- 
jor cities. 

Screen Gems, the second-place win- 
ner, used its “Shock” package to electri- 
fy stations into action by blueprinting a 
series of offbeat stunts. Exploitation 
was the key word here, as the promo- 
tion outlined a series of offbeat con- 
tests and parties, including “Find the 
Skeleton,” “Most Shocking Photo” and 
“Most Shocking Cooking” contests, and 
a tour in a hearse. ABC Film Syndica- 
tion, the third-place winner, got be- 
hind 26 Men with a newsworthy pre- 
miere in Phoenix, where the show was 


filmed. 


Radio Promotion 


Last year saw a major rejuvenation 
of radio, and promotion certainly 
played no small part in it. In local 
or network program promotion WFAA 
Dallas, the winner among the large- 
power stations, pushed the NBC net- 
work Hotline news service. These 
newscasts received the benefit of strong 
promotion backing, highlighted by a 
series of luncheons. The second- and 
third-place winners, Kyw Cleveland 
and wcau Philadelphia, offered unique 
promotions. KYW created a good record 
week and then used it to sell its entire 
roster of disk jockeys. wCAU sent 








Gladys Webster, its female commenta- 
tor, on a summer European tour, and 
plugged the tour continuously with 
tape-recorded interviews, etc. 

Among the medium-wattage stations, 
5,000 watts or more, but below 50,000, 
WFMB Indianapolis, the winner, drove 
the town crazy. It promoted a new 
disk jockey for two months before 
he made his appearance. Gimmicks and 
unusual ideas were stressed. KBIG 
Avalon, Cal., pushed the tallest disk 
jockey in the world, Carl Bailey, and 
his live Catalina Cruise broadcast 
aboard a ferry to win second prize and 
a good deal of space. Third-place win- 
ner was WIRE Indianapolis, which sold 
another disk-jockey program, the Poor 
Richard Show. 

Among the small-power stations, un- 
der 5,000 watts, the winner was WGBI 
Scranton, which also sold a new disk 
jockey, Jerry Griffin. The second-place 
winner, WMAY Springfield, IIl., created 
a “So You Want To Be A Disk Jockey” 
contest which caught the fancy of the 
town’s teen-agers. Third-place winner 
was wWJzZzM Clarksville, Tenn., which 
promoted its cooking show, Kitchen 
Kollege, and so aided its food spon- 
sors. 

In the general audience classifica- 
tion, the winner, among large-wattage 
stations, was wor New York, which 
took the occasion of its 35th anniver- 
sary to re-sell itself to Gotham. Special 
programs, contests, gimmicks, gifts, 
etc., were created, which more than ac- 
complished the purpose. Second-place 
winner was WMAQ Chicago, which kept 
its multi-faceted promotion effort at 
work for 12 months. Highlight was 
an outdoor cooking show with a spe- 
cial barbecue recipe. wocy Minneapo- 
lis featured a “Dress Right” campaign 
on its disk-jockey shows, which was 
also a major contribution to the pre- 
vention of juvenile delinquency. 

Among the medium-wattage stations, 
KxOK St. Louis, the winner, produced 
perhaps what was the outstanding 
audience promotion campaign of the 
contest. The station was losing its net- 
work affiliation, so it came up with a 
completely new sound to sell to the 
community. There was a “happiest 
sound of the day,” “mystery sound,” 
“sounds of the everyday world, etc.” 
The second-place winner, writ Phila- 
delphia also concentrated on an ex- 


citing new sound. A_ record-review 
panel was created and more remote 
news programming was offered, as well 
as a “Show Wagon.” wWENE Endicott, 
the third-place winner, promoted a 
“Real Music” theme and got a block- 
busting quality behind its promotion. 

Two Florida stations ran one-two in 
general audience promotion among 
the small outlets. They were WALT 
Tampa and wrrt Bradenton. The first 
ran a “Miss waLt” contest which re- 
ceived plenty of space. The second 
created a “Happy Mike” character 
to reflect its new management and 
character, as well as a “Tomorrow’s 
Sound” theme. Third-place winner, 
wicE Providence, stressed public serv- 
ice as an indication of its service to 
the community, as well as a means of 
building its audiences. 


Sales Promotion 


In sales promotion, the palm among 
the large-power stations went to WBZ 
Boston, whose “World’s Largest Clam- 
bake,” created to introduce Snow 
Products’ Cream of Clam Chowder hit 
the town amidships and created no end 
of talk and goodwill for the station. It 
was an all-day affair. The second-place 
winner, WMAO Chicago, usec’ all forms 
of promotion tools. The third-place 
winner, WCAU Philadelphia, intensively 
promoted the sponsorship by Gulf Oil 
of the University of Pennsylvania’s 
football schedule on the dealer level. 

Among the medium-power stations, 
wip Philadelphia, the first-place win- 
ner, offered exceptional sales promo- 
tion. It promoted the sale of automatic 
blankets by tying in with the Phila- 
delphia Electrical Association. Every 
tool was used for a campaign that in- 
creased sales greatly. KBiG Avalon, the 
second-place winner, used a “Mystery 
Mermaid” contest as the main feature 
of its sales promotion. And Kya San 
Francisco, the third prize winner, came 
up with a novel idea—a “Great White 
Hunter” contest. This contest, aimed 
at radio timebuyers, offered a round 
trip to Africa, and could not but 
have attracted the attention of time- 
buyers. 

Among the smaller stations, the win- 
ner was WSNY Schenectady, whose 
“Design For Good Listening” folder 
was an extremely effective piece of 
sales-promotion copy. WALT Tampa, 


the second-place winner, also depended 
heavily on a sales-promotion piece, a 
newsletter. And the third-place win- 
ner, WLEU Erie, stressed the use of 
traditional sales tools, but much more 
intensively, to sell the “New LEU.” 





Radio Promotion 
Competition Winners 


Local or Network Shows 
50,000 watts 

1. wFaa Dallas 

2. kyw Cleveland 

3. wcau Philadelphia 
5,000- 50,000 watts 

1. wrem Indianopolis 

2. KBIG Avalon, Cal. 

3. WIRE Indianapolis 
Under 5,000 watts 

1. wcesr Scranton 

2. wMay Springfield, III. 
3. wyzM Clarksville, Tenn. 


General Audience Promotion 
50,000 watts 

1. wor New York 

2. wMAQ Chicago 

3. woGy Minneapolis 
5,000-50,000 watts 

1. KxoK St. Louis 

2. wFiL Philadelphia 

3. WENE Endicott, N.Y. 
Under 5,000 watts 

1. waLt Tampa 

2. wTRL Bradenton, Fla. 


3. wicE Providence 


Sales Promotion 
50,000 watts 

1. wBz Boston 

2. wMAQ Chicago 

3. wcau Philadelphia 
5,000-50,000 watts 

1. wip Philadelphia 
2. KBIG Avalon, Cal. 
3. KYA San Francisco 
Under 5,000 watts 

1. wsny Schenectady 
2. WALT Tampa 


3. wLeu Erie, Pa. 
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Including even tiniest transistor pocket sets— 
Pulse is the sole service accurately reporting 
total audience. Obviously auto radio is but part 
of the outside plus of millions. Measuring out-of-home is 
nothing new to Pulse. Pulse has been doing it since 1941! 
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In the picture 


Arthur E. Larkin Jr. has been appointed marketing manager for the Maxwell House divi- 
sion of General Foods Corp., C. W. Cook, GF vice president and division general manager, has 
announced. Mr. Larkin, formerly a director and vice president of the George A. Hormel Co., 
will have over-all responsibility for national sales, market research, advertising and product 
management for all the General Foods grocery-pack coffees. He joined Hormel in 1946 and 
served successively as Atlanta branch sales manager, general sales manager and manager of 
production of the packing division. Since 1953 he had been vice president of the latter division, 
which is the largest in the Hormel organization. A graduate of Dartmouth College in 1939 with 
an A.B. in economics, Mr. Larkin served for five years in the U.S. Navy during World War II 
and attained the rank of lieutenant commander. 





Francis X. Brady has been elected executive vice president and a member of the board 
of directors at Cohen & Aleshire, Inc.. He has been with the New York advertising agency since 
1954, serving as vice president in charge of account management and director of marketing, 
taking in media, research and merchandising. Mr. Brady entered the advertising business via 
the New York office of McCann-Erickson in 1936, remaining there for four years. From 1940 
to °42 he was general manager of L. N. Clark, Inc., a readership and market-research organi- 
zation, and then returned to advertising as account research manager for Foote, Cone & Beld- 
ing. In 1945 he went back to McCann-Erickson, holding down positions in the agency’s New 
York and Chicago offices; in 1952 he switched over to Ward-Wheelock as director of plans, 
and two years later he joined Cohen & Aleshire. 





Among recent major management appointments at Needham, Louis & Brorby, Inc., was the 
naming of Paul C. Harper Jr. to the new post of executive vice president of the agency. In 
his 12 years with the company Mr. Harper has his 12 years with the company Mr. Harper has 
a copywriter in 1946, he later became an account executive and an account supervisor. From 
1948 to 1950 he was Mr. Needham’s assistant, and since 1952 he has been chairman of the 
operating committee, a member of the plans board and a director of the agency. He was elect- 
ed a vice president in 1953. Thirty-seven years old, Mr. Harper is a graduate of Colorado’s 
Fountain Valley School and Yale University. He served as a captain in the Marine Corps dur- 
ing World War II and saw two years of action in the Pacific—specifically, in the battles on 
Iwo Jima, the Marshall Islands and the Marianas. 





Effective April 28, James T. Aubrey Jr. joins the staff of CBS, Inc., as vice president, 
creative services, the position previously held by Louis G. Cowan, recently appointed president 
of CBS-TV. Mr. Aubrey returns to CBS from ABC-TV, where he had been vice president in 
charge of programming and talent since January 1957. Prior to that, he had been with CBS- 
TV as manager of network programs, Hollywood, since June of 56. Mr. Aubrey went to the 
network from KNXxT, the CBS tv outlet in Los Angeles, which he had served as account execu- 
tive, sales manager and, for four years before his network appointment, general manager. He 
was also associated with Street & Smith and Conde Nast Publications following World War II, 
during which he was an Air Force major. A graduate of Princeton University, Mr. Aubrey 
is married to actress Phyllis Thaxter; they have two children. 





Succeeding James T. Aubrey Jr. as vice president in charge of programming and talent at 
ABC-TV (see above) is Thomas W. Moore, who in turn is succeeded as ABC vice president 
in charge of tv sales by William P. Mullen, manager of the network’s Detroit sales division. Mr. 
Moore, who joined ABC-TV last November as head of sales, had previously served as general 
sales manager of CBS Television Film Sales, where he was largely responsible for the success 
of the division in syndicated programming and sales. He had been with CBS-TV Film Sales 
since 1952, first as an account executive on the west coast and then as general sales manager 
since 1956. Mr. Moore attended Mississippi State College and the University of Missouri. Fol- 
lowing World War II Navy service, he was vice president in charge of advertising and public 
relations for Los Angeles’ Forest Lawn Memorial Park. 
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Pm Joe Floyd, 


THEY HAVE ME 


PEGGED AS A 
HELLUVA SALESMAN! 


That's because I like to give the 
advertiser a run for his money— 
always have! Like creating a whole 
new empire of customers— 
KEL-O-LAND—more than a 
million strong, with over 
$1,220,150,000 in annual retail 
sales. Read that number again, 
please. It’s not a misprint. It’s the 
actual proved buying power of a 
market reached completely 

by just one selling force . . . 


KELO-TV and its boosters, 
KDLO-TV and KPLO-TV. 


CBS @ ABC @ NBC 
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In Minneapolis: Bulmer & Johnson, Inc. 














. and KEL-O-LAND’S 
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Power Eqv. 
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THE LIGHTER SIDE In Camera 


Some pre-convention thoughts: We 
happened upon a friend the other day 
in the New Weston Hotel lobby. This 
friend, in addition to being a scholar 
and a gentleman, is also what we writ- 
ing fellows call “an industry veteran.” 
Well, this s. g. and i. v. was, when we 
ran across him, napping. We imme- 
diately awakened him, thinking some- 
thing was wrong with his body, not to 
mention soul—imagine sleeping during 
the day on Madison Avenue! 

“No, nothing’s wrong,” he assured 
us. “I’m just storing up sleep for the 
convention.” 

He’s got the right idea. The only way 
to go into the NAB convention is with 
your eyes closed! 


* + * 


Some additional pre - convention 
thoughts: We have been talking with 
several staunch conventioners and, on 
the lighter side, these stalwarts were 
wondering about such matters as: 
“Who will be the card shark at this 
year’s meeting?,” “Will there be a re- 
turn appearance of the Wildroot horn- 
blowers? ,” “Is there going to be a piano 
as of yore in the H-R suite?,” “Can we 
count on more sessions with a hand- 
” and “Will there be 
anything like the Marlboro commercial 


take-off?” 


writing expert?, 


* * * 


And speaking of convention wonder- 
ings, we have a pet one of our own 
which is the direct result of a story out 
of last year’s get-together in Chicago. 
Though the incident bears repeating 
in the telling, we wonder if it will be 
repeated in action? (Aside to the 
managements of the Biltmore and Stat- 
ler in Los Angeles: Don’t say we didn’t 
forewarn you! ) 

Last year in Chicago a certain hos- 
pitality suite—we omit names to pro- 
tect the guilty—had a perpetual dart 
game going. Visitors to the suite threw 
themselves into this diversion with 
gusto. So much so, in fact, that just 
prior to checkout time the occupants of 
the suite received a communication 
from the hotel management which, it 


must be admitted, came right to the 
point. It said: “The consistent inac- 
curaey of your dart-tossing friends re- 
sulted in damage to your suite of $250. 
Kindly settle this matter with the room 
clerk on your way out.” 

Take it easy this year with those 
darts, fellows. That Los Angeles smog, 
you know. 


oe * ~ 


We've been saving this story for con- 
vention time because for many reasons, 
both subtle and obvious, it seems apt. 
This tale, which comes to us from Bill 
Paoletti, studio manager at Wilbur 
Streech Productions in New York, 
might be entitled, “If the shoe fits, don’t 
wear it.” 

One day, Bill was the first man in the 
office. As he entered, the telephone 
rang. He answered it and identified his 
company. The caller asked to talk to 
the president of the firm. Bill pointed 
out that Mr. Streech had not come in 
as yet. 

(It was at a very early hour, of course.) 

Bill then suggested that perhaps he 
might be able to help. “Well, perhaps, 
you can,” the caller said, dripping im- 
patience. “You see, we’re considering a 
number of production houses for a 
series of television film commercials, 
and I'd like to know what you've done 
lately and for whom.” 

As Bill searched his desk for the 
client list, he mentioned several minor 
accounts which happened to come to 
his mind first. 

“No, no, that won't do,” the caller 
exclaimed. “They're all too small. I 
think I'd better hang up.” 

“But, sir,” Bill said. “I think you 
should discuss this with our client rep- 
resentative or Mr. Streech.” 

“No sense in that. You’re too small 
for us,” the caller replied. 

By this time Bill found the client list 
and called off some blue-chip names. 
“Are these big enough?” he asked. 

“Hold it!” the caller cried. “We're 
wasting each other’s time. Now, I’m 
aftaid, you're too big for us.” 

And he hung up. 
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KMBC-TV 


in Kansas City 
when the most families watch TV the most! 





—during the hours from 3 p.m. to 10 p.m. (ARB Report), or from 

3 p.m. to 9 p.m. (Nielsen Report). Study the latest available survey 

figures below. In this _ 3 p.m. to 10 p.m. time segment, 
KMBC-TV leads, all the w 


And in a to to presetng programs that are most popular 
in the Heart of -TV, ‘the Area's most-powerful TV 
station with a 1,079-foot “tall tower 


= REACHES 31,943 MORE a IN ITS CLASS A SERVICE AREA 
| : 3 = . than any other Kansa is City TV station! For full minute (not a 
& = =— chain break) availabilities, see your Peters, Griffin, Woodward Colonel. 


NIELSEN 4-Wk. SURVEY—MAR. "58—METRO AREA 
TOTAL HOMES REACHED—KANSAS CITY i 
(Based on Quarter-Hour Homes Reached by All Stations) | 


STATION x . 
6 p.m. to 9 p.m.. ...106,400 homes 
(K80.TY) ‘Sundays through Saturdays 
es KMBC-TV TOTAL. 8,500 HOMES 
3 te G6 p.m... ....... 61,100 homes 
Mondays Fridays) 
6 p.m. to 9 p.m... 111,200 homes 
indays through Saturdays) 
STATION Y TOTAL....172,300 HOMES 


| STATION * ficnanys tirecsh Frias 
Z 6 en te 3 p.m.. ... 100,300 homes 
ndays thi days) 


STATION 


STATION Z TOTAL....155,700 HOMES 


AR 4-Wk. SURVEY—JAN. '58—METRO AREA 
(Sundays through Saturdays) 


Station Share of Sets-In-Use Summary 


STATION 3 p.m. to 6 p.m. 42.2% share 
xX g pam. te 10 pum. 381% share SVBCTV 


(KMBC-TV) Total 75.3 by 
STATION 3 p.m. te 6 p.m. 29.4% share 
Z S bm. te 10 pm. 33.2% share ow ae, 
Total 62.6 Station 
STATION : p.m. to 6 p.m. =e share 21.2% 
Y 6 p.m. to 10 p.m. % share over ‘Third 
Total = ‘ Station 


IN eo © 4 by og ee SHOWS . 
KMBC-TV L Report — January, 


Highest-Rated Coe a Show KMBC-TV 


(Also Kansas City's Mh ighest- rated 
once-wevkly show and highest-rated 
night-time show) 
Highest-Rated Children's Show KMBC-TV 
MICKEY MOUSE CLUB 
(Also Kansas City’s highest-rated 
multi-weekly show and highest- 


rated day-time — 
Highest-Rated Newscast KMBC-TV 
THE TEN O’CLOCK NEWS 
(Also Kansas City’s highest-rated 
station-produced local live show) 
ighes t 





For full-minute (not just 
chainbreak) availabilities, M MOLEN’S eg: 


ated Weathercast 
call your PGW Colonel! NEL 9 WEATHER GIRL 
: " KMBC-TV 
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(With Bea John yr Mccall Award Winner, now 
Woopwarp, Inc. seen Wednesdays. ‘at noon in a new, full-hour 
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